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Check 
Your 
Ads 


oR KEY THEM AND YOU WILL FIND THAT WO 
PAPER ON YOUR LIST BRINGS AS SATISFACTORY 
RESULTS AS DOES 


The Semi=-Weekly.. 


Republic 


The reason is easily understood. It goes 
into the homes, twice each week, of a 
class of thrifty people so that its influ- 
ence in this particular field is exception- 
ally strong. 





With one exception the circulation of the St. Louis Weekly Republic 
is larger than that of any other seeular weekly in America. 
—Printers’ Ink. 


YOUR PATRONAGE for both the DAILY 
and SEMI-WEEKLY editions is solicited 
upon the basis of RESULTS and KNOWN 
Circulation. Rates quickly given by 


The Republic, 


Or at New York Office, ST. LOUIS, MOQ. 
146 Times Building. 
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One Oraer, 
One Electro 


Does the B usiness. 








“One order, one electro does the business” means 
that by sending one order to us and supplying one electro- 
type your advertisement can be inserted any number of 
times in the 1520 local weeklies of the Atlantic Coast 
Lists. 

By so doing you will talk to more than one-sixth of all 
the country readers of the United States each week. 

The New England, Middle and Southern States are 
well covered by these local weeklies. The lists are so 
divided that a section of territory can be taken separately 
when desired. 

Sixty-one per cent of these publications are the ONLY 
papers published in their respective towns. 

Half a cent a line per paper, per insertion, for tran- 
sient advertising. Quarter of a cent if 1,000 lines ar 
engaged. 

Catalogue for the asking. 





ATLANTIC COAST LISTS, 


i134 LEONARD STREET, NEW YORK. 
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A LIST OF THE AD-SMITHS. 


NAMES AND ADDRESSES OF THOSE WHO AU 


PREPARED ADVERTISEMENTS TO BE 
ENTERED IN COMPETITION FOR THE 
‘*PRINTERS’ INK” VASE, WHICH 
WAS AWARDED, ON CHRISTMAS DAY, 
TO MR. CHARLES F. JONES, OF CHI- 
CAGO. 


ApsotTt, C. 8.,169 Howard avenue, Bridge- 
port, Conn., dn Bridgeport(Conn.) West End 
Traveller. No. 723. 

Assott, M. J., Hayes Center, Neb., in Ha: es 
Center (Neb.) ane Nos. 729 and 

Apengmuae A r T., Rutherford Colle, e, 

N.C., in Rutherford "College (N. C.) Tele- 
grapher. Nos. 441 and 486. 

Mr. p Ronee —av- s efforts were not 
specially good. 

ApDaMs, Geo. B., 329 Wabash Avenue, Chicago, 
IIL, in Farmers’ Advance. No. 678. 

ALBERTI, Crest, Crescent City, mn, in Wat- 
seka (iu. ) uois Co. News. Nos. 53, 

87, 96, 147, on , 414 and 456. 

The most remarkable thing about 
any of Mr. Alberti’s advertisements is 
that he should think any of them a 
fair offset for the coupon which was 
awarded him for each. It is possible 
that Mr. Alberti did not think so. He 
got the coupons, however. 
ALEXANDER, A. M., Portland, Ore., in Portland 

(Ore.) Telegram. No. 353. 

ALLAN, John, 659 Craig St., Montreal, P. Q., in 
Montreal (P. Q) Witness. No. 237. 

Aleam, F. C,, 507 E. Court Street, Beatrice, 
Neb., in Beatrice (Neb. ) Express. No. 241. 
ALLEN, J. J., Clinton, Ont., in Clinton (Ont.) 

Huron News Record. No. 350. 

ALMIROTY, Frank, 226 W. 17th street, Borden- 
core a N. J., in Bordentown (N. J.) Register. 


ALTMEYER, John J., Foreman Bulletin, Mays- 

ville, Ey, in Mayevilie (Ky.) Evening Buile- 
in 

AMBREESTER, J. H., Windsor Hotel, pourer, 
CoL., in Loveland (Col. ) Reporter. No. 33. 

Anperson, E. K.. Kosciusko, Miss., in Kos- 
ciusko (Miss.) Star. No. 227. 

ANUNDSEN, A. F., Decorah, Iowa, in Decorah 
(lowa) Decorah-Posten and Ved Arnen. No. 


pa E. Eugene, = 
ston (Ill.) News. . 0. 

ATWATER, Richard, artford, Conn., in Hart- 
[ae nals Nove Farmington Valley Herald and 

Journal 

ATWELL, H. Box 385, unton, Mass., in 
Taunton (Mass) AB Herald ‘and Taun- 
a (Mass.) News. Nos. 
ae 


No one of Mr. Atwell’s advertise- 
ments failed to contain a valuable idea. 


m, Ill., in Hoope- pexto 


, 500, 538, 690and pep 


ATwoop, E. Jay, oY Ga., in Madison 
(Ga.) Advertiser. No. 
USTILL, Oscar, EIwood, “Ina., in Elwood 
(Ind.) Call Leatier.. Ly 

15th street, Phila- 


noe, Frank B., 
del Pa, in Philadelphia (Pa.) West 
Ph ~ elph ia Press and ‘ootlights. Nos. 
75, 158, 309 and 338. 

Each of Mr. Bagley’s ads is so good 
that it is almost surprising that some 
one of them did not stand at the head 
at the time of a weekly award. 

Baltey, P. M., Troy, Pa., in Troy (Pa.) North- 

ern Tier Gazette. No. 363. 
publisher Mirth, 410 Sansome 
. in ‘San Francisco 


Baker, H. H. 


oO. 
T.H., Jr., South Pittsburg, Tenn., in 


South Pittsburg (Tenn.) Republican. ‘No. 


Baxer, W. C., West Caton. Iowa, in West 
Union (Iowa) Gazette. No. 576. 

Ba.pwin, H. G., Salem, Ohio, in Salem (Ohio) 
Herald. rg 711. 

Ba.tL, Frank rand Rapids, Mich., in 
Grand Rapido ‘atch Free Coinage Inde- 
pendent. 

Banos, C. GH. "as Weshington street, Boston, 

Mass., in n Boston (Mass.) Traveller. No. 683. 

Danese, W. B. C., P. O. Box 42, Montreal, 

P.Q. Nameof paper unknewn. No. 557. 
Bar ess, C. J., Beep oS in Rose (N. Y.) As- 


tomtenne. No. 
Barney, E. J., Berlin, N. H., | Island Pond 
anon 9 bo. —- No. 
BaRRO Douglas, Wyo, in Douglas 
tWyo) Bill pm 8 Budget. No. 692. 
Baver, A., 1245 State street, Chicago, Ill. Ap- 
parently not inserted anywhere. No. 575. 
BaumGarRTNeR, A. L., Woonsocket, 8. a" in 
Woonsocket (S. Dak.) News. Nos. 
and 684. 
Each of Mr. Baumgartner’s contri- 
butions was a and excellent. 


BeatTry, George, Wt 108% Franklin ee 
ee. Ohio, in Ada (Ohio) Record. 


BELLEVILLE SUN PRINTING AND PUBLISHING Co., 
Belleville, Ont., in Belleville (Ont.) Sun. 
No. 534. 

BENJAMIN, Com, L., 310 Washin 
Brookl Be. En in New York ( 

.” No. 616. 

Bennett, C. E., 823 8th avenue, South Min 
neapolis Minn., in Minneapolis (Minn.) Mis. 
a ppi Valley ‘ Lumberman. Nos. 453 and 


n street, 
. ¥.) Even- 


, Oakland City, fue, ,* Oak- 

land ana Gtty a (ind. } Enterprise. - No. 

orees. Chas. A., 411 5th Corso, Pensnsin Chir, 
; in Nebraska City (Neb.) Press. No. 


Bryxs, J. W., Hannibal, - in H 
(Mo.) Courier- “9 No » oS 


elphia. Pant ok A 1053 Master Stite Day. 
elp a., in e a ‘a. = 
Noa. 1 —a_° 


Mr. 


Bisbee’s advertisements were 
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carefully constructed, but the result 
exhibited more evidence of labored 
preparation than of effectiveness. 


BIsseLL, E. C., Spokane, Wash., in Spokane 
(Wash.) Times. No. 482. 

BLack, Herman, 497 Eleventh Ave., Milwau- 
kee, Wis., in Ds eee (Wis.) Badger 
State Grocer. No. 509. 

BLack, Jacob, 612 Mitchell St., Milwaukee, 
Wis., in Miiwaukee (Wis.) Baiger State 
Grocer, Nos. 186, 186, 340, 434, 561 and 644. 


Jacos Brack, Milwaukee, Wis. 
Aged 40. 


Each of Mr. Black’s advertisements 
was good. One of them was pro- 
nounced the best received during the 
eleventh week. 


Buiackman, H. H., — ye _" u oe porte 
(N. Y.) Poultry, _ Garden & No. 320. 


» Orillia, an oh Orillia 


BLacksTONE, H. T 
(Ont.) Times. No. 
C., Dreaford, Il, in Bradford 
No. 585. 


BLAISDELL, J. 

(Ti. ) Republican. 

BopENWEIN, Theo., New London, Conn., 

New a (Conn.) Day. No . 563. 
Bovens, A. D., Port Washington, Wis., in 

Port Washington (Wis.) Star. . 539. 
Bo.rTon, F. D., Richmond, Va., in y Richmond 

va). ‘Star and Richmond (Va.) Disciple. 

Nos. 35and 394. 

Mr. Bolton’s advertisements were 
conspicuous, carefully prepared and 
not wanting in points of excellence. 
Boss, Henry R., 232 Irving Ave., Calcego, Til, 
in Chicago (Iil.) Proofsheet. ‘No. 

Bousquet, W. Levi, 7 8S. aX. , aa 

Worcester, Mass., in Worcester (Mass.) 


well ve 490, 

Bow: S.M., Woodford City, Vt., in Bath 
(ate, ) Wide World, Bennington (Vt.)Banner, 
Bennington (Vt.) Reformer and Readsboro 
(Vt.) Enterprise. Nos. 197, 818, 819 and 820. 

One of Mr. Bowles’ advertisements 
was above the average in point of 
merit. 

Bowman, Margie. The Adage, Buffalo, N. Y 
in Buffalo (N. ¥.) Mercantile Review and 
Price Current, Buffalo (N. Y.) Horse Ga- 
zette, Buffalo(N. Y.) Enquirer, Buffalo (N. 


Y.) Horse wats. Buffalo (N. Y.) Buffaloni- 
an, Buffalo (N. Y. *) Volksfreund. Buffalo (N. 
Y.) Times, Buffalo tf Y.) National Odd 
Fellow. Nos. 38, 187, 164, 244, 291, 295, 404, 481. 


Each of Miss Bowman’ s advertise- 
ments exhibited care and thought. 
She is a frequent contributor to PRINT- 
ERS’ INK. To have awarded one of 
the prizes to such a valuable assistant 
would have been a pleasure to ‘‘ The 
Little Schoolmaster”’; but at no time 
did one of Miss Bowman’s contribu- 
tions stand a shadow of a chance. 
BozoRrTH, Scott, 216 Commercial street, Salem, 

ge in Salem (Ore.) Saturday Night. No. 


on HAW, Charles, Carrollton, ma in Car- 
rollton (iil, ) Patriot. Nos. 263 and ‘594. 


F 


bh ats att a i | 


CHARLES BrapsHaw, Carrollton, IIl. 
Aged 38. 


Mr. Bradshaw’s advertisements were 
both good, and one of them so excel- 
lent that it was awarded the first choice 
for the ninth week. 


BraDy, Thos., 200 Mountain atoet, Montreal, 
.» in Montreal (P. Q.) True Witness, 
Montreal (P. Q.) Gazette, Montreal (P. Q.) 
Witness, Montreal (P. Q.) Herald, Montreal 
g. Q.) Our Home. Nos. 438, 458, 506, 586 and 


, ae one of Mr. Brady’s advertise- 
ments was of high quality and marked 
excellence. 


Branp, W. F., Liverpool, N. Y.,in Liverpool 
(N ¥) Tel egraph. North Syracuse pepers 
er, ve elegra, OS. , 
45, 74, 99, 464 and 650 ait 

Each of Mr. Brand’s advertisements 
was plain, effective and good. 


BranpDt, Wm. J., 176 East 88th street, New 
ng hee Bound Brook N. J.) Chronicle. 


Braet) Shan A., Lowell, Mass., in Boston 


lobe. No. 

~ 3. 8., Rochester, N. Y., in Rochester 
ers’ Reports Annotated, 

Rochester rn. 


.) General Digest, Roches- 
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oor (N. Y.) Lawyers’ Reports Annotated. 


Nos, 48, 102, 134, 135, 188. 

The advertisements sent by Mr. 

Briggs were all good 

BROADERS, Tea J., 16 orth Eighth street, 8t. 
Louis, , in St Louis (Mo.) Real Estate 
Bulletin, "No. 4 

BrooKs, O. M., Sedalta, Mo., in Sedalia (Mo.) 
Morning Gazette. No. 26. 

Brosivus, Hamlet, Brazil, Ind., in Carbon 
(Ind.) Chronicle. No. 62. 

Beows,. & P., Paulsboro, N. J., in Paulsboro, 

_ J.) West Shore Press. Nos. 177 and 833. 

“Both of Mr. Brown’s advertisements 

were excellent and one of them se- 

cured for him a silver spoon. 

Brown, Frank Arthur, lowes Mass, in Low- 
ell (Mass.) Tribune. No. 

Brown, W. H., Grand endow, Minn, in 
Grand Meadow (Minn.) Record. | No. 775. 

Bryan, W. R., Editor Budget, Biaquewses, 
La., in Plaquemine (La. ) Budget 


Buck, J. E., 106 N. 6th street, St. Louis, Mo., 
i St. Louis (Mo.) Dry Goods Reporter. No. 


Lewis L., Vineland, N. J. 


nema 
J. ) Recorder and Guest. “No. 


Vineland ( 
60. 


BursBank, J. P., 27 Boylston street, Boston, 
Sy in Boston (Mass.) American Gazette. 
0 
Bungee, B W., 22 Rundel Park, Rochester, 
Y., in Rochester (N. Y.) Auxiliary Re- 
minder. = 

Burns, W. mere Wayne, &*- 
Wayne ting} Sentinel. No. 

BUSHNELL, Henry Dwight, “haenal Mont., 
Butte (Mont.) Miner. No. 165. 

Camp, John Arlington, Des — Iowa, in 
Des Moines (Iowa) Record 0. 809. 

Camp, Wm., Box 136, weshesicen P. O., N. J., 
Thy Town of Union (N. J.) Parlor and Lodge. 
NO. 

.AMP: a M., B. & M. R. R., Omaha, Neb., 
in Omaha aie Se ee "No. 264. 
‘ARLTON, R. G., 398 State street, New Haven, 
Conn., in New Haven (Conn.) Morning 
News. No. 125. 


in Fort 


R. G. Cartton, New Haven, Conn. 
Aged 33. 


Mr. Carlton’s ad was decided to be 
the best for the sixth week. 


CaRPEN 

ville (N. 
CaRPENTER, Robert 
gola (Ind.) jm BT 
Carr, George B., 616 Penn street, Williams- 

ort, Pes in Williamsport(Pa.) Times. Nos. 
and 804. 

One of the four advertisements fur- 
nished by Mr. Carr—the last one sent 
in—is exceedingly well constructed 
and gear 8 
CaRSON 


J. R., Northville, N. Y., in North- 
-)Gacandaga Press. No. 192. 
anges. 5 Ind., in An- 


39 Dock street, Philadel- 


pois, Sat in Piitiadelpnia (Pa.) Quaker City 


CARTER. H. H., _ Til, in Seaghen 
(mL. ) Democrat. Nos, 120, 249 ‘and 410. 

Each of Mr. Carter’s three adver- 
tisements was really first-rate—words 
well chosen, display well brought out, 
well balanced—whole appearance very 
effective. They are really better ad- 
vertisements than some others that 
have received oo attention. 

CaRveTH, W. J., Broadway, Council 
Biuffs, lowa, in Council Bluffs(Iowa) Home 
Delight. No. 66 

CasE, Hal E., Ae Ohio, in Mineral Point 
(Ohio) Mineral Pointe No. 756. 

Cuaprn, Jennie, La Concha, Syracuse, N. 


= North Syracuse (N. Y porter. mS 


enaeek: Frank, Box 535, Goosar ite, Texas, 
in Greenville (Texas) Headlight. 0. 622. 


Cuase, James E., 6 Whitaker ocak lem 
en, Ga., in Savannah (Ga.) Reformer. No. 


CHEVERTON, E. G.. Lowell, Mass., in Lowell 
(Mass.) Courier.’ No. 762. 


CHURCH, 4. M., Bassett, Neb., in Bassett(Neb.) 
Eagle. No. 480, 

CLaRK, E. L., Ramsey, N. a. 
Journal. ito. 60. 

CLARK, Georg St. Cloud, Minn., in St. 
Cloud (Minn. See Endeavorer. Nos. 
104 and 691. 


There is nothing remarkable about 
the two advertisements submitted by 
Mr. Clark. 


CLOGHER, Arthur W., Hinsdale, N. H.,in Hins- 
dale(N. H.) Valley Record. Nos. 415 and 513. 


One of the advertisements presented 
by Mr. Clogher was decidedly con- 
spicuous and the other as decidedly 
excellent, 


Coss, Clifford M., Cincinnati, Ohio, op Ctnstn- 
nati (Ohio) Commercial Gazette 0. 504, 
Coss, Wm., Cincinnati, Ohio, in Suahenopetts 
(nd.)r ) International Typographical Journal. 


in Ramsey (N. J.) 


CoacsHaL, Howard W.., aceasta, N. ¥., 
Unadilla (N. ge No. 

ConEN, Octavus, 335 Forest _ New 
York, in Westfield (Mass.) North Star and 
Flushing (N. Y¥.) Evening Journal. Nos. 
449 and 846. 


Mr. Cohen’s first advertisement se- 
cured him a silver spoon, and it is 

robable that, if the last one had come 
in time, it might have entitled him to 
a second one. 


Core, Eder B., P.O. Box 2, Town of Union 
(Weehawken P. O.), N. J., in Weehawken 
N. J.) New Jersey Contractor and Real 
istate Bulletin ane West ew (N. J.) 
Reporter. Nos. 11, 82, 499, 670 and 808. 


Mr. Cole’s comthualons were all 
good. 
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Coz, George W., amherst, b- 8, in Amherst 

(N. 8.) Town Topics. 

Cogeee, B.. Norwalk, oni = ‘Horwalk (Ohio) 
oy ment. No. 323. 

Conn R., Belee, Best. in Helena 
ctuon } AMT omy 

K, John H., Red _ Bank, N. J., in Red Bank 
Cony: ) Register. Nos. 288, 528, 582 and 74. 

“All of Mr. Cook’s advertisements 

were well worded and well constructed. 

Cooper & Co., W., Clinton, Ont., in Clinton 
(Ont.) New Era. No. 829. 

CorseTT, F. E., Providence, R.I., in Provi- 
dence (R. 'I.)'N. E. Wine Merchant and 
Brewers’ Gazette. No. 643. 

Corpay, Ben F., 167 Arlington street, Cleve- 
land, Ohio, in Cleveland (Ohio) Iron Trade 
Review. No. 289. 

CorninG, Leavitt, St. Peal. Minn., in St. Paul 
eae } Di mpetch. 

Cow Harry vaste, Mich., in Co- 

runna (aieh,) Journal No. 387. 

Cow es, W. , Reporter Gazette, Stillwater, 
aa in dillon (a ee No. 


jee Adam, 300 Dearborn street, Chicago, 
Til., in Chicago (Ill.) American Harness and 
Carriage Journal. No. 679. 

CRANFILL, J.B., Waco, Senne, pa Waco(Texas) 
Texas Baptist Standard. 

CRELLER, Chas. Z Manhattan, Kan., in Man- 
hattan (Kan.) Mercury. No. 757. 

Crossy, Albert L., Box 441, Hartford, Conn., 

in Hartford (Conn. ) Young People at Work. 

No. 245. 

CunnincuamM, B. H., Punxsutawney, Pa., 
Punxsutawney (Pa.) News. Nos. 195and BAe 

Mr. Cunningham’s contributions 
were of the county paper order. 


Curray, Richard L.,111 W. 34th street, New 
York, in New York (N. Y.) Newspaperdom. 


Nos. 126, 214 and 418. 


4 
¥ 


R. L. Curran, New York City. 
Aged 30. 


One of Mr. Curran’s advertisements 
won recognition as the best received 
during the fourteenth week, and an- 
other sent in earlier came pretty near 
securing a spoon for him. 


Curtis, A. T., Merrill, Wis., in Merrill (Wis.) 
News. No. 398. 


Day, Thomas F., 66 World Building, New 
iy Ree > wep "Evansville (Wis.) r. 


DANIELS, H. C., 284 Asylum street, Hartford, 
Conn., in Hartford (Conn.) Post. No. 685. 
DARLING, Cc. W., Canandaigua, N. Y., in Can- 
ee yd ¥. ) Ontario Repository "Messen- 


Davis, W. H., Box 17, Costa, N. Y., inCorinth 
CN. Y. \Ourinthten. (0. 527. 

Davis, Anpgucsene, J 
(N. Y.) Herald. 

Davis, Guy E., B34 =. in Ypsilanti 
(Mich.) Commercial. No. 

Dorm, 3. J., 104 N. Washin; 1. A Owosso 

ch. in Owosso (Mich.) Evening Argus. 


Depew, N. Y., in Depew 


Dawes, Sam, P. O. Box 135, Knoxville, Tenn., 
a. Jonesboro (Tenn.) Herald and Tribune, 


DEAN, Robt. K., Seymour, Conn., in Seymour 
(Conn. ) Record. Jo. 673. 
346 E. 50th street, New York, in 


De Beak, S., 
aay York (N. Y.) Fancy Goods Graphic. 


155 Chambers street, New- 


DECKER, is a w. 
n Newburgh (N. Y.) Journal. 


eo 


Mr. 
—_. 
Dem E., Barnesville, Ohio, in Barnes- 

ville (onto) Republican. No. 831. 
Dennis, A. W., Grand Forks, No. Dak., in 
pany Forks (No. Dak.) Plaindealer. No.4. 
Devr M. J., Vineland, N. J., in Vineland 
(N. gap No. 427. 
Dee R. C., Clinton, Ill., in Clinton (IIL) 
De Witt 482. 


t Co. News. No. 
Dit, Argo M., Alvin, Ill., in Rossville (TIL) 


Independent'and Alvin (Ill.) Independent. 

Nos. Toe and 571. : 9 

Mr. Dill’s efforts were typical sub- 
urban ads, and pretty fair. 


Dineman, W. E., Newton, lowa, in Newton 
(Iowa) a No. 770. 

DIXxEy, wreiste 86 World Building, New 
York, in New "York (N. Y.) Newspaperdom 
= New York (N. Y.) Liberty. 08. 595, 
781 an 


Mr. Dixey’s efforts receive notice in 
another place in this issue of PRINT- 
ERS’ INK. 

Doane, Ben Ed., Jasper, Ind., in Jasper (Ind.) 


Courier. No. 48 
, Los Angeles, Ou. in Los An- 
0. 44 


Decker’s ad won him a silver 


Dosinson, G. A 
geles (Cal. ) investor. 
Dees, 5 Floyd street, Louisville, 
Ky., in “Louisviie ( (Ky.) Good of the Order. 
Nos. 416 and 694. 
Mr. ethene s ads were conspic- 
uous and attractive. 


DOUGHERTY, Pat’k, 3178S. Division street, Paris, 
Texas, in Paris (Texas) Dinner Horn. Nos. 
268 and 366. 


Mr. Dougherty’s efforts lacked dis- 
tinctiveness. 


DovG.as, H. J., Hallstead, Pa.,in Great Bend 
> )Plaindealer. Nos. 34, 58, 94, 167,256and 


Mr. Douglas’ ads were mediocre. 


DRAPER, John M., Oswego, Kans. Name of 
paper “unknown. No. 631. 

Drory, Delia D., Essex Junction, Vt., in Essex 
Junction (Vt.) Eagle. No. 142. 

DuUNCKLEY, H. A., Pe Ell, Wash., in Pe Ell 
(Wash. ) Examiner. No. 566. 

Dunscome, C. E., San Bernardino, Cal., inSan 
Bernardino (Cal.) Times-Index. Nos. 138, 

140 248, 484, 612 and 613. 

Two of Mr. Dunscomb’s ads were of 


marked excellence. 
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Dov. A. E., Publisher Review, japan, 
Kan, ts Inman (Kan.) Review. No. 837 
EasTMAN, W. H., East Sumner, Me., in Rum. 
tord “Falls (Me.) Times, Paris (Me.) Oxford 
Democrat, Rumford Falls Ge.) Times and 
Paris (Me.) Oxford Democrat. Nos. 143, 269, 

281, 554, 607 and 629, 

Mr. Eastman’s efforts seem to have 
been handicapped by limited facilities. 
One of his contributions, however, 
is He? excellent. 


EpFLsT! D. Elgin, 011, in Syertpense, 

(R. 1. Manufacturing Jeweler. No. 

ELDRED@: , Cheboy: fan, Mich., = Che- 
boygan Mion } ) ‘News. 

ELus, H. 8., Wolfe City, Tex, in Wolfe City 
(Tex.) Sun. Nos. 461 and 4 
Mr. Ellis aa: ae excellent 

ads. 

Enxery, O. B., Blandinsville, IIL, 
ville (Ill.) Star. No. 790. 

ExauisH, Harvey, Albany, Ga., in Albany 
Ga.) Herald. No. 437. 

EsTABROOK, F. B., Marlboro, Mass.,in Marl- 
boro (Mass) American Philatelist’ and Col- 
lector. No. 5 

ETcHELLs, Ch a. N., Mt. Clemens, Mich., in 
Mt. Clemens (Mich.) Press. No. 767. 

EXPRESS PRINTING Co., Red Oak, Iowa, in 
Red Oak (Iowa) Express. No. 850. 

Farr, W. D., Clinton, Ont., in Clinton (Ont.) 
New Era.’ No. 

FAIRCAILD, J. E., Kasson, Minn., in Kasson 
Minn.) Dodge Co. Republican. No. 551 


in Blandins- 


Fa vg Haven, Vt., Era, in Fair Haven (Vt.) Era. 
oO. om. 
Famenee Geo. Rwy Utica, N. Y., 
N.Y.) Press. No. 208. 


in Utica 


I peel 0. J., Bactonsy re. in Bronson (Fla.) 
Times Democrat. No. 

Fassett, Charles Wood, . Joseph in 
St. Louis (Mo.) Medical Pecintetcly. 7 76 
and 277. 

Faws, S. W., Bowling Green, Ohio, in Bowling 
Green Obie t Evening Tribune. No. 738. 

Fentress, Charles H., Norwalk, Ohio, in 
Norwalk (Ohio) Huron Co. News. No.’ 337. 

ra Wilbert, Illinois Wesleyan Uni- 

rsity, Bloomington, Ill., in Bloomington 
hak ) Myo aoe tng Argus. No. 800. 

FERRIS, Beary. OL Wayne avenue, Philadel- 
phia, n Philadelphia (Pa.) Evening 
prelearaph 

RIS, G. A., Sault Ste. Marie, Mich., in Sault 
rete. e. Marie (Mich.) Church Herald. No.7 

FeTrer, A. T., Bridgewater, Ia., in Bridge- 
water (Ia.) Adair Co. Kicker. No. 293. 

FETTINGER, F. S., 701 Broad street, Newark, N. 
J..in Wewark (N. J.) Advertiser, Newark 
(N. J.) Town Talk and Arlington (N. J.) 
Observer. Nos. 780, 792 and 835 


Mr. Fettinger’s advertisements were 
all attractive and good. Not the best, 
but very good indeed. 

Fitxins, N, I., Groton, N. Y., in Groton (N. Y.) 
Journal. No. 285. 
FISKE, Vyvyan P., 


y 
(Ore) Polk Co. Itemizer. 
280 and 326. 


Two of Mr. Fiske’s ads are worthy 
of careful attention. 


Forp, Alfred H., 226 Bourbon street, New Or- 
leans, La., in New Orleans (La.) Gulf Coast 
News and New Orleans (La.) South. Nos. 
114, 136, 198, 260 and 351 


Mr. Ford’s contributions were good, 
ordinary specimens, not remarkable in 
any way. 

Foroey, Charles, Franklin, Ind., in Franklin 
(Ind.) Star. No. 270. 


Dallas, Ore., in Dallas 
"Nos. 166, 206, 246, 


Foster, 8. P., Elmer, N. J.,in Elmer (N. J.) 
Times. 1 

Foster, Al. B., Cangas? O., Cal., in Oakland 
(Cal.) Tribune. No. 

Foster, E. M., Sieshville. “Tenn., in Nashville 
(Tenn.) Banner. No. 734. 

Fow er, W. A., Toccoa, Ga., in Toccoa (Ga.) 
Times. No. 221. 

Free, M. R., Bayonne, N.J.,in Bayonne (N. 
J.) Democrat. No. 732 

FREEMAN, E. Ellsworth, 608 East Market 
street, Scranton, Pa., in Scranton (Pa.) 
Providence Register. No. 541. 

FrencuH, Charles Elwell, 15 School street, 
Boston, Mass., in Boston (Mass.) Opera 
Glass and Boston (Mass.) Castle 
Theater Program. Nos. 459, 498 and 


Of Mr. French’s three contributions 
two of them are eye-catchers. 
Frencn, E., Red Bank, N. J.,in Red Bank 
(N. J. ) Standard. No. 555. 


FRIEDLICH, Melville, Bowling Green, Ohio, in 
rane Green (Ohio) Evening Tribune. 
0. 


FULLER, Burt, Summit, S. D., in Summit 
(3_D.) Signal. No. 128. 

GaBEL, J. Irwin, Holton, Kan., in Holton 
ae No. 786. 

Ga =, x Long Brosh, Cal., in Long 
Beac (Oal.) Breaker. No 

GaLer, Wm., Long Beach, Gala in Long 
meng (Cal.) Breaker. No. 

Ga.ty, James, “‘ Poplar why Jose, Cal., 
in 1 Philadelphia (Pa.) To-Day. No. 720. 

Garrison, John Earl, Sulligent, Ala., in Sul- 
ligent (Ala.) Ragle Bye. | Sulligent (Ala.) 
Lightning. Nos. 21, d 693. 
Mr. Garrison’s on are amateurish. 


“pam, Frank M., 2516 Sidney street, Pitts- 

[hy Pa., in Pittsburg (Pa.) National Glass 
Budget. "Nos. 5 and 24. 

One af Mr. Gessner’s ads was rather 


good, 

Geman, John L., Herkimer, N. Y., | Herki- 
mer (N. ¥.) Citizen. Nos. 7, 121 and 680. 

Mr. Getman received a spoon, and 
one juror would have awarded him the 

Vase. Every ad he sent in was ex- 

cellent. Mr. Getman has the reputa- 

tion of being the foremost job printer 
in Herkimer County. 

Gisson, W. N., Calgary, N. . T., in Cal, 

(N. W. T.) Sower in the West and Chure 
Monthly. No. 25. 

GILBERTSEN, Hans, Box 346, Estherville, Ia., 
in Estherville (la.) Emmet Co. Republican. 
No. sy Mi 

GIVL! H., Naperville, Ill., in Naper- 
ville (Ul. fy Clarion, Ro. 194." ” 

GoopInG, M. S., Le Boy. 8. "Y.. in Le Roy (N. 
pate "No. 77 

Gosory, T. H., P rroon Park, D. C.,in Tacoma 
Park (D. “C. ) Tidings. Nos. 155 and 817. 

Mr. Gosorn’s ads were in no degree 
wonderful. 

GovuLp, Ross, Downs, O. T.. in Downs (O. T.) 
Democrat. Nos. 115and 378. 

Mr. Gould’s ads are good for O. T. 

Granam, W.O., 100 W. 9th street, aw oy City, 
Mo., in Monthly Messenger. No. 

Gray, Chas., Corning, Iowa, 
(Iowa) Adams Co. Union and ——— 
Adams Co. Free Press. Nos. 6 

It may be that Mr. Charles Gray’s 
ads are actually better than some that 
have had more consideration. They 
are both very good indeed. 


hy ™ rning 
ning (ho (Iowa) 
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J., Cooks! P. Q.. in Cookshire 
“2. .) Gomipton Oo. Crenttte "Nos. 10, 371, 


Mr. W. J. Gray received one of the 
spoons awarded for the best twelve ads. 
Green, Guy W., Stromsburg, Neb., in Stroms- 

burg (Nebraska) Headlight and Stromsburg 
(Neb.) News. Nos. 250and 4 

Mr. Green’s ads were carefully pre- 
pared and exhibited originality. 
bay A. M., Yorkville, he C., in Yorkville 

8. ©.) Enq uirer, Nos. 491 and 648. 

Mr. Grist’s ads were carefully pre- 
pared, but exhibited more pains than 
genius. 

GRONDARL, Jens K., Red Wing, Mion. in Red 
Wing (Minn.) Nordstjernen. No 

Gross, E. C., 16 Arlington st. _Bogton, Mass. 
Name of t paper unknown. No. 653 

GuRNETT, L. G., 801 Oregonian Bldg., Portland, 
— 7 Bortiana (Ore.) Oregon Agricultur- 


HaliGu, Fred W., 224 St. Clair street, Toledo, 
Ohio, in Toledo (Ohio) Sunday Courier. No. 


al E. N., Upper Sandusky, Ohio, in 
Upper eae (Ohio) Wyandot Chief. 


coma, hem at H., East Gita, N. Y., io 
East O} c ¥.) advance. No. 


seamen x 7389, S) 
Spring Mite Philatelist. 


pringfteld, Ill, in 


HammonD, W. G., Marion, Ky., in Marion (Ky.) 
Crittenden Press and Sturgis (Ky.) Ledger. 
Nos. 409 and 639. 
Mr. Hammond's efforts were only of 
ordinary merit. 
Hand, Henry W., Cape Bes, a 
paper unknown. No. 7. 
HANLON, ae J., ly St. a street, St. 
—_, We Wy . John (N. B.) Progress. 
oO. 

HARDEN uitman, Ga., = uit- 
man ( (Ga) Brooks 1 apne "No. 211 e 
Harpine, F.8., McMinnville, Ore.,in MeMinn- 

ville (Ore.) Telephone- Register. No. 238. 
Harpma\, J. E., Soomraer, Iowa, in Sigour- 
ney Gowa) News. 
Harris, , Utica, ato, in Utica (Ohio) 
flerala , 4 112 and 


One of Mr. Harris’ ‘ads i is very well 
displayed. 


-J. Name of 


Harris, F. L., White, 8. Dak., in White (S. 
Dak.) Chief. No. 758. 


Haven, C. Walter, Woodbu ae. J., in Wood- 
bury (N. J.) Democrat. No. 

Hawkins, G. H. E., Syracuse. in Alma 
(Mich.) Record and ‘Auburn w ¥. } Bulletin. 
Nos. 70 and 583. 

Mr. Hawkins’ advertisements were 
both pretty. 

Hawkins, J. Frank, Red Bank, N. J., 
Bank (N. J.) Register. No. 609. 
Mr. Hawkins produced one adver- 

tisement that was striking, effective, 

good. 

Hawy, C. W., Woodbury, N. J.,in p ootbury 
(N. J.) Democrat. Nos. 356and 390. 

Mr. Hawn’s ads are still very ama- 
teurish. 

Hays, Ellis, Tribune office, magne, La., 
Rayne (La.) Tribune. No. 

Henry, Charles H.. “Spartaniarg, S.C.,in Spar 
tanburg (8. C.) Herald 

Hie.p, John William, 163 State street, New 
London, Conn., in New London (Conn.) 
Day. No. 564. 


in Red 


Hi O., Charleston, Il., in Charleston 
tit 5 a8, No. 450. 
Hime.aocs, Z., Caro, Mich., in Caro (Mich.} 
a a te 0. 502. 
HINEs. Wickliffe, Ky., in Wickliffe 
Pan 5 Bait iar Yeoman. ’ No. 108. 
sy 55 4 at my Ont., In Clinton 
Bee ew E 0. 638. 


HOLLENBERG, Fi B., Little Rock, Ark., in Little 
Rock (Ark.) Gazette. No. 15. 

Ho.iinosworts, J. J., Aurora, Mo.,in Aurora 
(Mo.) Advertiser. No. 148. 

Hopkins, James J., 1786 Lincoln Terrace, 
Peekskill, N. Y., in Peekskill (N. Y¥.) High: 
land Democrat.’ No. 108. 

az) Pe Penn be 7. we 

mocrat. 

Pe ty A., Jr., Bh ie Mass., in Wor- 
cester (Mass. ) Evening ote a 452. 

Horey, Lewis Lynn. in Lynn 
(Mass. Ra ‘Leather p= No. 794. 

HorcHkEin, W. R., Altoona, Pa., in Altoona 
(Pa.) Sunday News, A Altoona (Pa.) Tribune 
and Altoona (Pa.) Times. Nos. 52, 305, 429, 
568 and 667. 

Many persons would pronounce Mr. 
Hotchkins’ advertisements deserving 
of high praise. They did not, how- 
ever, win any high place in the com- 
os 
Hove P., Traverse City, Mich., in Tra- 

vonse Ghiy itch.) Franseript No. 681. 
Houston, James L., Jr., 503 Sheely Block, 

Omaha, Neb., in Omaha (Neb.) Dial. No. 163. 

HovUTKAMP, Adrian, Milwaukee, Wis., in Mil- 
waukee '(Wis.) American School Board 
Journal. No. 735. 

Howarp, Frank, East Orange, N. gs in Or- 
ange (N. J. ) Journal- Herald. No.7 

Hoyt, Harry H., Norwalk (Ohio), in Norwalk 
(Ohio) Experiment and Norwalk (Ohio) 
Huron Co. News. Nos. 380 and 407. 

Mr. Hoyt’s efforts were not specially 
successful. 
HvBBARD, S., 20 Ba 

in Toronto (Ont.) 

No. 743. 

Hueng, E. Barberton, Ohio, in Barberton 
(Ohie) Leader No. 133. 
Huaues, G. W., Clinton, a. in Clinton (II1.) 

Register. Nos. 624 and 7 

Mr. Hughes’ ads were rather ama- 
teurish. 


Hont, Harry I., Bridge 
oe (Conn) Morning 


Mr. Hunt’s ads were all good. 

HURLEY, William, Pottstown, Pa., in Potts- 
town (Pa.) Herald. No. 349. 

HYsKELL, Fred T., Buritngton, bay a, in Bur- 
lington (Iowa) Gazette 

IrnonsIDE, W. Telfer, St. ruts, Mo., in St. 
Louis (Mo.) Mirror. No. 1 

JACKLE, Charles A., a1¥ N. Y., in Her- 
kimer (N.Y.) Herkimer Co. Record. Nos. 101 
and 724. 

Mr. Jackle’s efforts were character- 
ized by no special distinctiveness of 
matter or manner. 

Jacoss, Chas. S., 2108 Cottage Grove Ave., Des 
Moines, Iowa, ‘in Des Moines (Iowa) Leader. 
No. 726. 

JAMESON, John G., of the Journal, Palmyra, 
N. Y..in Palmyra (N. Y.) Journal. Nos. 91 
and 132. 

Mr. Jameson's efforts were not dis- 
tinctive, but pretty fair. 


Jenness, Chas. G., Courier Office, Rochester, 
N.H.,in Rochester‘N. H.) Courier. No. 77. 


in Penn Yan 


street, Toronto, Ont.. 
vangelical Churchman. 


rt, Conn., in Bridge- 
nion. Nos. 12, 72 and 
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Jester, Chas. M., Eaton, Ind., 

Gas Light. No. 215. 
Jounson, Frank L., Corunna, Mich., in Corun- 

na(Mich.) Journal. Nos. 213, 304 and 357. 

Mr. Frank L. Johnson’s advertise- 
ments were all good. 

Jounson, Geo. V., stoden, Kan.., in Sedan (Kan.) 
Lance. No. 392. 
Jounson, James F., 608 
Building,Chic 
Workman and 

520 and 588. 

Mr. Jas. F. Johnson’s efforts were 
rather startling, but hardly up to the 
a 
JOHNSON, H., Winona, Minn., in Winona 

Minn. } Herala. 0. 826. 

Jones, Alphonso T., Hotel Oxford, seamen, 

Fla., in ‘ampa (Fla.) Tribune. No. 321. 
Jones, Chas, F., Suite 217, Times-Herald Build- 

ing, Chicago, Ill., in Louisville (Ky.) Com- 

mercial. Nos. 619 and 715. 


Mr. Jones’ first effort won the Vase. 


in Eaton (Ind.) 


of Commerce 
‘o, Ill., oneor Chisagodil. )Union 
ermington (Ill.) Bugle. Nos. 


* 


4 


Ki 





PRINTERS’ INK VASE. 


AWARDED TO 


CHARLES F. JONES, 
December 25, 1895. 


|__-Among eight hundred and fifty-one com- | 


petitors he constructed the best advertise- | 


ment, 





Jones. Florence, 380 Pearl street, Burlington, 

Lone .in Burlington (Vt. ) Free Press and Times. 
oOo 

JONES, Joseph H., Box 27, Glassboro, N. J., in 
Glassboro (N. J.) Enterprise. No. 489. 

Justice, Clem E., Cuyahoga Falls, Ohio, in 
Cuy ahoga Falls (Ohio) ~~ gee and West- 
ern Reserve Farmer. No. 9 

Katt, T. B., Hogi, ates Any ‘Harlan (Iowa) 
American. No. 3 

Kennent, J. F., Cotta, ‘Ohio, in Harrison (Ohio) 
Tribune. No.7 

Kerr, R. D., Bellevue, Neb., in Omaha (Neb.) 
Dial. No. 417. 

Ketcnum, Edmund, Lawrence, Mass., 
Lawrence (Mass.) Telegram. No. 313. 


in 


INK. 9 


Kine, Chester F., 108 Newberry street, Law- 
soure, S Mass., in Lawrence (Mass.) American. 


KIrKPaTRICK, W. B., Examiner Office, Lancas- 
ter, Pa., in n Lancaster (Pa. ) Examiner. Nos. 
48, 93 and 39 

Mr. Kirkpatrick’ s ads were good. 


naan. o., Bowherry, | 8S. C., in Newberry 
(S. C.) Observer. No. 66! 

Kune, Charles G., donemn street, Harriman, 
Tenn., in Harriman (Tenn.) Progress. No. 


KNavtTz, ny Med . Blue Earth City, Minn., in 

Blue & —_ ity (Minn.) Faribault t'Co. Regis- 
er. No. 

KNIGHT, need. A., Hamilton, N. Y., in Hamil- 
ton (N. Y.) Republican. No. 243. 

Knox, Tom &., beh nga Pa., in Waynes- 
burg (Pa.) Republican. 0. 42. 

Koen.eER, William H., Palmyra, Mo., in Pal- 
myra (Mo.) Marion Co. Herald. No. 162. 

—_ Henry, 36 Highland street, Roxbury, 
— in Boston (Mass.) Ideas. Nos. 492 and 

1 


Mr. Kuhns’ 
pretty good. 
Lackey, H. F., Bridgeport, 7 Tomas, in Bridge- 
port (Texas) Hera 

LamMBeERT, D. J., Ap ath ng L,in Daniel- 
sonville Conn.) Sow England Fancier. 
Nos. 419 and a 

Lamson, L. J., Battle Creek, Mich., 
Creek’ (Mich. ) Journal. Nos. 525 8 

Mr. Lamson’s ads were aerate "the 
largest submitted. One was 6144x8% 
inches. Ads fair. 

Lanpis, J. B., Tanostn, Cal., in Lincoln (Cal.) 
News Messenger. No. 813. 

Lanpts, John, 10thand K streets, Sacramento, 
ce. in Lincoln (Cal.) News Messenger. No. 

acmnie Sol. 


in _Toledo, Ohio, in Toledo 
(Ohio) Bee. ‘No. 761. 


LavGauin, P. D.  Laceyville, P: in a tied 
(Pa. ) Braintrim Messenger. No. 

Law, William H., 11 Jarvis street, ean 
Ont., in Toronto (Ont.) Advocate. No. 275 

LAWYERS’ CO-OPERATIVE PUBLISHING Co.,Roch- 
ester, N. Y., in Rochester (N. Y.) Lawyers’ 
Reports Annotated. No. 791. 

Leavitt, F. W., 536 Boston Block, Minnea 
lis, Minn., in’ Minneapolis (Minn.) Marke 
Garden. No. 577. 

Leg, W. A., Sullivan, Ill, in Sullivan (IIL) 
Herald. No. 362. 

LEIPZIGER, Nathaniel A., 248 Sycamore street, 
Dayton, Ohio, in Day ton (Ohio) Workman 
and Farmer, Dayton (Ohio) Farmers’ 
Home, lene pr (Ohio) Evening News. Nos. 
302, 469and 535. 


advertisements were 


A. att le 


One of Mr. Leipziger’s ads was 
good. 

a Lowell P., Albion, 
. ¥.) News. No. 29. 
m4. Norman W., Claremont, Pa., in Clare- 

mont (Pa. ) Herald. No. 772. 
LinpeMaN, Chas. A., St. Clair, Mich., in St. 
Clair (Mich.) Republican and Port Huron 
(Mich.) Press. Nos. 731 and 841. 
The second of Mr. Lindeman’s ads 
is a good one. 
LOENNECKER, Martin G., Jackson, Mich., in 
Jackson (Mich.) Industrial News. No. 106. 
Lone, 7%. 1308 B street, 8. W., Washing- 
ton, D. in Rusk (Texas) Standard- Her- 
ald and ‘ashington (D. C.) Silver Cord. 
Nos. 13, 54, 255 
Two of Mr. Long’s ads are poor 
and two are fair. 
LORANGER. M. H., 13 Commercial Square, Sher- 
brooke, P. Q. Name of paper unknown. 
NO. 4. 


N. Y., in Albion 





Io 


D, Charles E., Chester, Conn., in Niantic 
yn A rn News. No. 803. 
Lotus Press, 140 W. 23d st., New York, N. Y., 

in New York (N. Y.) Pharmaceutical Era, 

Red Bank (N. J.) ter, and Montgomery 

Fremeeript. Nos. 90, 129 and 389. 

All the advertisements of the Lotus 
Press are characterized by excellent 
typographical effect. One of them 
almost won the coupon in the fourth 
week, 


LOUGHNER, William E., 717 Main street, Brad- 
dock, Pa., in Braddock (Pa.) Observer. No. 
LouNSBERY, 6 ay ee » Warsaw, N. Y., in 
Warsaw iN. Y.) Times. No. 592. 
LounsBury, C.B., Pee ee te Ave., Stam- 
ford, Conn., in Stamford ( mn.) City Post. 
Spring Valley, wie, 
iP’ y hed ee 


cama Chas.. in 
d’ 529. 


Spring Valley (Wis.) Sun. Nos. 
Mr. Lowater’s efforts are still very 
amateurish. 


Lowry, Chas. E., Gieen City, Ii., 
City ‘al. ) Courier. 

Lucas, Chas. M., Rialto petiding. Kansas City, 
in Kansas City (Mo.) Haymaker. No. 


in Gibson 


Lucas, Luke, Leavenworth, Kan., 
City a Go. Argus. No. 
Lyman, Frank 
| meena 


in Platte 
'580. 


x 174, Syracuse, * & 
ry St ) University Forum. No. 


McConnNELL, Milton, Vernon, Texas, in Vernon 
(Texas) Call. No. 754. 

McCoy, M. L., Willow Springs, Mo. iS , in Willow 
Springs (Mo.) Index. 

One of Mr. McCoy’s ads is very 
fair. 

McDow Anthony 5 Kans., in An- 
thony Miton} Bolicd No. 

McFarR.Lanez, W., cor. Queen ~~ Bathurst 
streets, Toronto, y Toronto (Ont.) 
Once a Week. No 816. 

pgwog oo an a J., 86 Chamber of Com- 

Roches! r, N. Y., in Reckomer (N. Y.) 
Gatholte Me Monthiy'Review. No. 119. 

McGrecor, W. S., 29 River street, Boston, 

Mass. in Boston (Mass.) Cornwall Standard. 


McIntyre, D. L., Winn ipeg. pion, in Winni- 
peg (Man.) Tribune. No.1 
McKanna, W. A. » Racy a in Corsi- 
cana amg yg zs 428. 
Box 271, we eo 


McMaster, 8., 
~ & eiresine’ (Pad Courier. Nos. 2 
McVicker, J. R., Squares ~w a Iowa, in Sigour- 
ney (Iowa) News. 
MALLERY, M. J., Wwinews. Minn., in Winona 
(Minn. ) Mhustrated Monthly. No. 360. 
MaxninG, Thad R., Henderson, N. C., in Hen- 
eee. C.) Gold Leaf. No. 178. 


Mr. Manning’s ad won him a silver 


spoon. 
MANNING, Ulysses G., South Bend, Ind., 
South Bend (Ind. ) Tribune. Nos. 589 and 8 


Mr. Manning’s ads were fair. 


MANSFIELD, James M., Oskaloosa, Iowa, in 
ae ee Times. No. 439. 

MaRkKELL, Edward, 12 St. Paul street, Balti- 
more, Md., in Baltimore (Md.)World. No. 677. 

Marsh, Roy D.., Coney. Kan., in Caney (Kan.) 


Chronicle. Ho. 8 
MarvIN = 90, Auburn, Ind., in 
poe} }Gourler No. 69, 

Mason, John B., Fort Madison, Iowa, in Fort 
Madison dows) Evening Democrat. No. 671. 
MarTHIsoN, R., Institution for the Deaf 
and Dumb, Belleville, Ont., in Belleville 

(Ont.) Canadian Mute ‘0. 343. 
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MAXWELL, Bert, agenige, Ill., in Bardolph 

(LIL.) News. No.7 
ECHLER, Geo. V., Emin ham, Ill, in Effing- 

ham (Ili.) Democrat. No. 150 

MEIKLE, G. G., Saltcoats, N. w. T., in Salt- 
aoe (N. W: T.) Assiniboian. Nos. 146 and 
‘ le 

Mr. 


efforts. 


MELLET, H. 16 South Center street, Potts- 
= Pe, i in Pottsville (Pa.) Herald. No. 


MELVIN, E. , Jeffersonville, Vt., in Cam- 
aa (Vt. Taner 0. 354. 

MEREDITH, Harry, Menominee, Mich., in Me- 
nominee (Mich.) Evening Leader. No. 478. 

Metcacr, John, Fair Haven,Vt., in Fair Haven 
(Vt.) Era. Nos. 663 and 788. 

Mr. Metcalf’s ads make no partic- 
ular points. 

METZRATH, Frank A., New Brunswick, N. J., 
in New Brunswick (N. J.) Journal, Watkins’ 
Weekly, New Brunswick (N. J.) Journal 
and New Brunswick (N. J.) Fredonian. Nos. 
22, 50, 122, 153, 191, 232, 234, 235, 664 and 798. 

Mr. Metzrath’s efforts are all good. 


MEYER, Alfred, 583 High street, Newark, N. 
Se. in Newark (N. J.) Sentinel of Freedom. 


Meikle’s ads are nennienahl 


MILLER, Bruce, pore, Ky tt ,in Paris (Ky.) Bour- 

bon News. Nos. 6 
Mr. Miller’s efforts are fair for the 

Blue Grass region. 

MILLER, H. G., Punxsutawney, Pa.,in Punx- 
sommrney Fn.) News, No. 233. 

Mite! Mac wo Me., 
tie} Republics. No. 60; 

MoFFart, ai "Wo, 19 Toronto, ‘ont., in Toronto 
(Ont.) Mail a, 

Moomaw, W. F. . Marion_street, South 
Bend, ind., . South Bend (Ind.) Tribune. 
Nos. i27 and 611. 

Mr. Moomaw’s efforts are fair. 


Moore, C. J., McComb, Ohio, in McComb 
(Ohio) Record, Nos. 308,346 and 365. 


All Mr. Moore’s efforts were copies 
of his first ad—containing excellent 
ideas and fair display, but not making 
a _— impression as a whole. 

OoRE, James B., Northville, N. Y., in North- 
Mofile Y. ) Press. No. 218. 
Moore, John W., Handley, W. Va., in Hunt- 
ington (Va.) Evening Times. No. 190. 
Moore, Will J. x 450, Brockville, Ont., in 
—_— ‘oat Evening Recorder. No. 


Moray, J. A., 920' 14th street, N. W., Wash- 
ington, D. é, in Washington (D. C. y Associ- 
ated Church Papers. No. 1 

Morency, W. W.., wih hy P. Q., in Cook- 
- (P. Q.) Compton Co. Chronicle. No. 


in Machias 


oO Wm. R., 9% Grand stoct, “1 
N. Y., in Newburgh (N. Y.) East. No. 812. 

Moses, Bert M., O. Box 283, Brooklyn, N. 

,in Alvin (i. Awd de No. 55 

Mr. Moses’ ad won him a nl 
spoon. 

Moyna8avy, F. E., Danvers, Mass., in Danvers 
(Mass.) Mirror and ey (Mass.) Towns- 
man. Nos. 66, *, 229, 252, 271, 272, 
296, 297, 352, § Se S13, ri 421, 440, 472, 473, 
511, 574 and 805. 


Mt. Moynahan’s efforts were good. 
Murpay, oo ae Ont., in Orillia (Ont.) 
NO. 


ame’ 
W. J., Jobs, Ohio, in Nelsonville 
On) Valley’ Register. No. 47. 
NavaGte, Fred L., Wellington, Kans., in Wel- 
lington (Kans. ) People’s Voice. No. 182. 
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an, Wellington, Kans., in Wel- 

Se ans.) a 's Voice. No. 4ll. 

Neervs, D.C.,Jr., Hu an. N. Y.,in Pawl- 
ing(N. Y.) Chronicle. No. 393. 

NEUMANN, Solomon, San Bernardino, Cal., in 
San Bernardino ’(Cal.) Saturday Review, 
Times-Index, and Colton (Cal.) News. Nos. 
28, 62, 163, 16). 17.), 175, 185, 205, 222, 284, 322, 325, 
$27, 332, 335, 451, 5438, 654 and 741. 

Most of Mr. Neumann’s efforts were 
excellent. One won him a spoon and 
another was reproduced one week as 
a close competitor to the winner of 
that week. 

NEVILLE, A. W., pee. Tex., in Paris(Tex.) Ad- 
vocate. Nos. 236 and 294. 

Mr. Neville’s s Pe were fair. 

NICHOLS, G., 306 C street, N. W., Washington, 
D. C., in Toccoa (Ga.) Times. No. 290. 

Nims, Herbert J., Sedalia, Mo., in Sedalia 
(Mo.) Gazette. No, 113. 

Nisbet, H. A., Henderson, Ky., in Henderson 
(Ky. satie. No. 628. 

Norton, C. A., Pusens, Ii, in Durand (IIL) 
Clipper. No. 

OGvEsBy, A., 21 Cncegette, Barnsley, Ene., in 
Sunday School Journal (Eng.) No. 5 

Oumit, C. E., Alvord, Iowa, in Alvord Talieteab 
Sun. No. 785. 

oO” LEARY, Dennis, Woodbine, Iowa, in Wood- 
bine (Iowa) Twiner. No. 

Orr, D. Lincoln, Orrs x N. Y. Name of 
paper unknown. No. 2 

Orr, John R., Madoc, Ont. 
unknown. No. 797. 

Orr, W. H., El Campo, Texas, in El Campo 
(Texas) Eagle. Nos. 139 and 570. 
One of Mr. Orr’s seems to be de- 
signed to exhibit all the styles of type 
contained in a newspaper office. The 
other is pretty good. 
Orser, R. E., ate. =. De 
Witt Co. News. N 

Orvis, J. J., West Union, i in West Union 
(Iowa) Gazette and West Union (Iowa) Argo. 
Nos. 522, 597 and 836. 

Mr. Orvis’ ads were excellent. 
Oscoop, Henry, Rochester, N. Y., in Roches- 

ter(N. Y.) Post-Express. No. 381. 

Ounest, W. M., Editor Saturday Mail, Pueblo, 
Col., in Pueblo (Col.) <4 Mail. No. 801. 
OvTLan, J. H., Lasker, N. C., Ne Lasker (N. C.) 

Patron and Gleaner. No. : 
Owen, Frederick, 911 Powell street, 
Francisco, Cal., in California News. No. 
PACKARD, E. G., ‘Dover, Del, in Dover (Del.) 
Index. ' Nos. 230 and 463. 

Mr. Packard’s efforts could not be 

called ~— 


PAINE W., Traverse City, Mich., in 
Traverse City (Mich.) Eagle. Nos. 81 and 


Name of paper 


in Clinton (IIl.) 


San 
567. 


Mr. Paine’s ads were fair. 
PanneL, W. C., Box 49, Clinton, 
Clinton (Tenn, ) Gazette. No. 569. 
PARAMORE, H. H., 419 North Fourth street, St. 
Louis, Mo., in St. Louis (Mo.) National De 
tective and Police Review. Nos. 265 and 463. 
Mr. Paramore’s ads, while not very 
distinctive, were good. 
PARKE, C. S., Buffalo. N. Y., in Buffalo (N. Y.) 
Roller Mili. No. 2u8. 
Patrerson, T. N., Camden, N. J., in Camden 
(N. J.) Telegram. Nos. 420 and 460. 
Mr. Patterson’s ads are fair. They 
suggest the country weekly. 
Paw ty, H. A., 417 Pine street, St. Louis, Mo., 
in St. Louis (Mo.) Chronicle. No. 752. 


Tenn., in 


Ir 


Payne, Theo. E., 2519 Master street, .—— 
hia, Pa., in Philadelphia (Pa.) Grocery 


orld. Nos.8 and 845. 


Mr. Payne’s efforts were fairly good. 
Luke A. Ls rt, Tex., in 
iferald. “No. 637 


PERI Frenkievitio, Y., 7 
invilie it Ay ) Chronicle. ‘No. 645. 


PEARRE, 
eg (Tex.) 


PHILLIPs, W. E., Box 226, Grimsby, Ont., in 
Grimsby (Ont. ) Independent. No. 258. 

Pierce, E. A., Bement, Iowa, in Belmond 
(Lowa) Herald. No.8 

Pierce, W.G., N. W. _- 


uare, Bon- 
ham, Tex., in Bonham (Tex.) 
No. 615. 


essenger. 


Peocummeen, T.2. 

Ohio, in Toledo 
Courier. No. 707. 

POLLARD, O. H., 186 James street, Winnipeg, 
Man., in Winnipeg (Man.) Northwest Re- 
view. No. 773. 

POLLARD, H. T., Loutsville, Ky., in Louisville 
(Ky. ) Christian at No. 183. 

PooLe, W: x 5, Brottees. Ont., in 
Bradford ‘Ont ") Witness. No. 722. 

POOLE, Holly Springs, i. in Holly 
a BH A, No.7 

Porter, W. H:, Soledn. Cate, in Toledo (Ohio) 
Sunday Journal. No. 348. 

P. P. P. Co., aon Ohio. Name of paper 
unknown. No. 806. 

PREBLE, P.B., 916 Franklin street, Oakland, 
Cal., in Oakland (Cal.) Ind ustry. No. 471. 

Prosser, Daniel N., West Gotom, IIL, in West 


Salem (mu. )Herald 
0 Second street, Pueblo, 
"No. 708. 


, 225 Summitstreet, Toledo. 
(Ohio) Sunday Morning 


QUIGLEY, F. 
Colo., in Pueblo (Golo. ) Bon Ton. 

RADECKE, F. T., City Editor Register, Wau- 
— a Ii.,in "Waukegan (IlL.) Register. No. 


Ramsay, A. W., care Evening Tribune, Tipton, 
jad yf Tipton (Ind.) Evening Tribune. 


Ratuevn, John R., Castile, N. Y., 


in me 
(3, ¥.) Castilian. Nos. 180, 242, 253, 282 and 


Mr. Rathbun’s ads are all bright. 


RETTIG, Emil E., Piatte City, Mo., yin Platte 
City (Mo. ) Platte Co. Argus. No. 
Romanos, F. W., San wht ‘Cal in 
Bernardino (Cal.) Times-Index. Nos. 
i, 487, 515, 603, 642, 662, 674 and 755. 
Mr. Richardson’s ads are all pretty 
good. 
Ricnarpsoy, 8S. J., Elnora, Ind., 
(Ind.) Tribune. No. 830. 
Rogperps, Van W., Som, Mo., in Quitman 
(Mo.) Record. No. 14 
Roster, 8. H., Franklin Falls, N.H., in Frank- 
lin Falis (N. H.) Transcript. No. 700. 
Rosrnsoy, L. R.,6 Whitaker street, Savannah, 
Ga., in Savanuah (Ga.) Reformer. No. 76 
Ropinsox, F. P., Pike, N. Y., in Fillmore (+ 
Y.) Observer. No 299. 
Rostnson, Lee C., Fredonia, N. Y., ~ = Fredo- 
donia(N. Y. ) Normal Leader. No. 508. 
Rorrt, A. H., Dry Goods Merchant. St. Marys, 
Ont., in St. Marys (Ont.) Argus. No. 718. 
Rose, w. J., Sdome, & & 
Y.)Journal. No. 4 
Rownay, F. P., 101 Wellington street, Halifax, 
¥ 4 Halifax (N. 8S.) Maritime Grocer. 
0. 347. 


Rovunps, H. E., Station Y, Chi bes in fae 
cago Ill.) Rogers Park News-Herald. 
759 and 799. 


Mr. Rounds’ ads are rather ama- 
teurish. 
Russe, Ade, Mason_City, Iowa, in Mason 
City (Iowa) Times-Herald. No. 220. 
RurHerrorpD, Arthur L., St. Louis, Gratiot 
County, Mich., in St. Louis (Mich.) Gratiot 
Daily Tribune. No. 647. 


in Elnora 


in Adams (N. 
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St. Clam, Wm. G., Wytheville, Va., in Wythe- 
ville (Va.) Enterprise. Nos. 742 and 838. 

ScaTEs, Walter, Box 136, Chicago, “iL. in Chi- 
cago (Ill.) Sewing Machine Advance. No. 


ScHt.EC ‘CHTER, Edward H., Allentown, in 
Allentown (Pa.) Republikaner. No. 699 

emmy = E. M., Logansport, Ind., in Lo; ans- 

rt (Ind.) Times an Logausport (Ind.) 
view. Nos? 76 and 377 

Mr, Schnadig’s ads are not wonder- 

ful. 

SCOFIELD, W.T., Philadelphia, Fhe in Phila- 
delphia (Pa.) Budget. - No. 3 

Scorr, George y. Utica, Ohio, \o ‘Utica (Ohio) 
News. No. 

SEABROOK, A. rs Glassboro, N. Z~ in Glass- 
boro (N. J. ) Enterprise. No. 54 

SEAGRAVE, A. E. (aairess enkcnown.) Name 
of ee unknown. No. 

SEcO H., Nevada, Iowa, in Nevada 
(lows) Journal. No. 336. 

SEHORN, Edw. M., Willows, Cal, in Willows 
(Cal.) Review. No. 228. 

Sem, W. J., ore. Ill., in Grayville (IIl.) 
Mercury. No. 60 

SELIGMAN, Felix, West Superior, Wis., in West 
Superior (Wis.) Evening Telegram. No. 37. 

Sever, C. E., 418 Racine avenue, Chicago, Iil., 
n Reading ¢ Pennsylvania Philatelist. 


mM. : 7 a 
W., Jackson, Mich., 
Stuitch) Patriot, No. 286. 
SHearpy, Louis N., Corunna, Mich. 
unna (Mich.) Independent. No. 201. 
SHIPLER, M. L., Mansfield, Texas, i. oe 
(Texas) Hawkeye. Nos. 310 and 8 
Mr. Shipler’s ads are peut “fair for 
Texas. 
Sinciair, F. J., Pottsville, Pa., in Pottsville 
(Pa.) Herald. No. 636. 
N,C. M., Louisville, Kans., in Wamego 
(Kans. ) Times and Wamego (Kans.) Kansas 
Agriculturist. Nos. 30, 79, 160, 485 and 646, 


Mr. Sisson’s ads are very amateurish, 
Siack, Will V., Frankia, i. in Franklin 
(Ind:) Republican. No.1 
Smirn, E. 1., Codman Building 
Mass., in Beverly (Mass) Evening 
Nos. 283, 386 and 537 
Some of Mr. Smith’s ads are char- 
acterized by unhappy efforts to be 
‘* smart.” 


Smrru, H. V. B., Care Chronicle, Crossville, 
| ga in Crossville (Tenn.) Chronicle. No. 


Sita, H. W.., 
Lincoln (Neb.) State Capital. 


in Jackson 


, in Cor- 


Boston, 
Times, 


1118 M street, Lincoln, Neb., in 
Nos. 686 and 


Mr r. H. W. Smith’s ads were very 

amateurish. 

smitH, Lewis E., Box 431, Halifax, N. S., in 
Halifax (N. S.) Evening Mail. No. 187. 

Suita, W. E., Aes. _-- 
(Me.) Enterprise. No. 65 

Smiru, W. Morton, Fanny Neb., in Lincoln 
(Neb.) Courier. No. 524. 

Samira, W. V., Cleveland, Ohio, in Cleveland 
(Ohio) Central Magazine. No. 342, 

Sorter, Doctor, Wolfe City, Tex., in Wolfe 
City (Tex.)Sun. Nos. 532 and 531 
Mr. Sorter’s ads are fair. 


SossaMaNn, R. W., Raleigh, N. C., in Ralsten 
(N.C.) Progressive Farmer. No. 173 

Sprow1t, John O., Franklin, Ind., in Franklin 
(Ind. ) Republican. No. 151. 

STAFForD, John, 26 2th street, Detroit, Mich., 
in Windsor (Ont.) Record and Utica (Mich.) 
Sentinel. Nos. 89 and 359. 


Mr. Stafford’s ads are very good. 


in Oldtown 
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Srerce, Ed. C., Franklin, Ind., in Franklin 
po Cyr tag No. 200, 

Stevens, Fred H., Hartland, 5. Os in Wood- 
stock (N. B.) Dispatch. No. 

a ie a Charles C.,4 John ioe. Auburn, 

Y., in Auburn (N. Y.) Bulletin. ‘No. 79. 

Stockton, D. L., Lake City, Colo., in Lake 
City (Colo. ) Phonograph. 0. 329. 

Stone, Arthur F., St. Tonechanr, Vt.,in St. 
Johnsbury (Vt.)Chronicle. No.'41. 

Stone, S. H., Edinboro, Pa. in Edinboro(Pa.) 
Independent. No. 204. 

Storrs, H.C., De Funiak Springs, Fla., in De 
Funiak Sprin s (Fla.) Breeze, Chipley (Fla.) 
Washington Co. > and Westville (Fia.) 
Advertiser. Nos. 80, 157, 216, 217, 251, 273, 311, 
312, 314, 315 and 316 

Storrs, R. W., De Funiak Springs. Fla., in De 
Funiak Springs (Fla.) Breeze, hipley (Fla.) 
Washington Co. Guide and Westville (Fila.) 
Advertiser. Nos. 374, 375 and 376. 

Mr. Storrs’ contributions were not 
good. 

Stroum, F. S., Dayton, Wash., 
(Wash.) Chronicle. No. 849. 
SruartT, John H., 218 Main street, Frankfort, 
Ky., in Frankfort (Ky.) Capital. No. 422. 
Stutes, Edw. W., 212 Pine st., Green Bay, 
Wis., in Green Bay (Wis.) Commercial Re: 

view and Retailers’ Guide. 848. 

SULLIVAN, Thomas H., 77 River avenue, West 

Indianapolis, Ind., — > ccc (Ind.) Re- 
nd 769. 


in Dayton 


publican. Nos. 36 a 
One of Mr. Sullivan’s ads is pretty 
good. 


ree. Maurice, P. O. Box 274, Seattle, 
Wash., in Seattle (Wash.) Times. No. 330. 

SWEENEY, A. F., Clinton, IIL, in Clinton (iL) 
Dewitt Co. News. No. 444. 

TARKINGTON, J. C., 26 E. St. Clair street, In- 
dianapolis, Ind., in Indian:polis (Ind. ) 
American m— and Silent Hoosier. Nos 
399, 501 and 53: 


Mr. ae sads have nothing 
very distinctive about them. 
Tava. Fred. S., Yonkers, N. Sof iC b peshens 


(N. Y.) Herald. Nos. 565, 649 a 
One of Mr. Taylor’s efforts is a 
very good one. 


Tay.or, James K., Room 7 Flood patties. 
San Francisco, Cal., in San Francisco (Cal.) 
Retail Grocer. No. 23. 

Tay.Lor, M. A., Putnam, Conn., in Putnam 
(Conn.) Taylor’s Home Journal. No. 815. 

TAYLOR, > bets oe Kan., in Wellington 


(Kan.) il. 7 Ls 
TayYLor, W. C., k Box 720, Lake G 
sate, Wis. in i ose (Wis. ) Herald. 


TayLor, Wm. H., Putnam, Conn., *, Portland 
(Me.) Maine Coast Cottager. No. 

TERRILL, A. F., Canon City, Col, oy Canon 
City (Col. ) Review. No. 71: 

THOMASON, R. Stewart, New Sheren, Towa, in 
New Sharon (Iowa) Star. No. 14 

Tuompson, Ernest, Thorold, Ont., 
(Ont.) Post. Nos. 479 and 687. 


One of Mr. Thompson's ads is very 
poor, and the other rather fair. 


TILDEN, C. Willis, ag Moorestown, N. J., in 
Loose Spokes. No. 
ToBIN, James F., Moen ‘street, Philadelphia, 


in Thorold 


Pa., 2 Philadelphia (Pa.) Catholic Times, 
oO, 156. 
Topp, R. R., Autepeen, 8S. C., in Anderson 
(Ss. G.) Journal. No, 219 


Topp, Walter T., Easton, Ma., in Easton (Md.) 
Democrat. No. 657. 

Torrey, Lucius E., 127 Buckeye street, Grand 
Rapids, Mich., in Grand Rapids Stich} 
Thrift. No, 591. 
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TE, E. L., Greensboro, N. C., in Greensboro 
ab a <0.) Patriot. No. 400. 

Tower, Fred L., 9744 Exchange street, Port- 
land, »Me., in in Portland (Me.) Christian Mir- 
ror. 

TOWNSEND, .. we Salmon Falls, N. H., in Sal- 
mon Falis(N. H.) Independent. No. 16. 

TOWNSEND, W.C., Utica, N. Y.,in Utica (N. Y.) 
Press. No. 462. 

Trueman, W. C., 211 South Tenth street, Phil- 
a ielphia, Pa., in Pleasautville (N.J.) Press. 

»s. 334, 401, 507 and 704. 
“Al of Mr. Trueman’s ads are long, 
but they are pretty good. 

Tuner, Albert, 30 East Fourteenth street, 
Ne «4 York, in New York Health Culture. 
No. 92. 

Turrix, Annie E., Racine, Wis., in Racine 
(Wis.) Times. No. 556. 

Uy nast, H. R., 134 William street, Williams- 
port, 7 in Williamsport (Pa.) Times. 
No. 


VAN Canin James, Waynesburg, Pa., 
Waynesburg (Pa.) Democrat. No. 66. 
Vv a" ETTen, J. H., neers, Pa., in Milford (Pa.) 

Pike Co. Press. No. 74 

Vas Horsey, R. W., Franklinvitle, N. Y., in 
Franklinville (N. Y.) Journal. No. 85. 

VoGEL, astuer §- 316 Douglas street, Man- 
cheste’ + in Manchester (N. H.) 
De uiselie Post. "No.3. 

WaLkerR, E. C., 23 Lafayette Place, New 
York, "jn Oskaloosa (Kans) Times and To- 
peka (Kans.) Lucifer. Nos. 358 and 373. 
Mr. Walker’s ads are rather wordy 
—but they contain some good points. 

Watcwace, W. J., 10 Huron street, Fosiess, 
Mich., in Ypsilanti (Mich.) Sentinel. No. 548. 

Watiace. W. W., Jr., Box 398, Willoughby, 
Ohio, ip Willoughby (Ohio) Clay. No. 470. 

Wattz, C. P. R., Delta, Ohio, in Delta (Ohio) 
Atlas. Nos. 181 and 67s. 

All Mr. Waltz’s ads are good. 

WASHBURNE, W. L., Aiken, S. C., in Aiken 
(S. C.) Journal and Review. No. 111. 

Weak, C.H. a Pa.,in Jenkintown 
(Pa.) Times Chronicle. ‘No. 768. 

, John E., Palmy hg x. Y.,in Palmyra 
(N.Y *) Journai. No. 73. 

WELLS, » Gosnge.. Star 5} we Covingten. 
Ga., in Covington (Ga.) Star. No. 

Weston, W.N., 910G street, N. W., Washing- 
cn, =o in ‘Washington (D. Cc.) Hatchet. 

0. 5 

Wuee.ock, Harry M., Fergus Falls, Minn., 
in Fergus Falls (linn. ) Wheelock’s Weekly. 
Nos. 406 and 531. 

Mr. Wheelock’s efforts are fair. 

Wuerry, A. C., 2142 Columbia avenue, Phila- 
de Iphia, Pa., "in — (Pa.) "North- 
west News. No. 553. 

WuitaKer, E. C. F., Colorado Springs, Colo., 
in Colorado Springs (Colo.) Satu ay Trib- 
une. No. 562. 

Wuutre, Fred’k W., Jr., Florence, Colo., in 
Florence a ) News. No. 207. 

Wuite, Louis Decatur, Ili., in Decatur 
fil. Herald. Dispatch, No. 279. 

Wuitr, M.R., Portland, se... 
(Ark.) Enterprise. No.4 

Wuite, W. E., Portland a in Portland 
(Ark.) Enterprise. Nos. 476 and 488, 

Mr. White’s efforts suggest the 
county paper at once, 

Warp, Rev. Owen O., Buffalo, N. Y., in Buf- 
falo(N. Y.) Tent and’ Temple. No. 361. 

WiIcKERSHAM, J., Roseville, Ill., in Rose- 

Wp tee 


E. 
ville (111) Times. 
South wae, Ind., in 


in 


in Portland 


Wiener, Charles 
South ‘Whitley aed. ) News. 

Witcox, John, Milford, N. Y.,in Milford (N. 
Y.) Tidings. No. 172. 


13 


WILpmay, 809 Market street, Chatta- 


nooga, tenn. in Te teneonetions. ) Times. 


Witanp, J. F., 8 Hartwell street, Fall 
River, Mass., a Fall River (Mass.) Investi- 
gator. No. 1 

Wi1.cox, 8. = 108 Omaha street, San An 
nio, Texas, in = Antonio (Texas) tight. 
Nos. 433 and 54 

WILLE, G. A. | 509 Market street, Camden, N.J., 
ee Camden (N. J.) Telegram. Nos. 698 and 


WILLENBORG, J. W., 1109 Bay water street, Cin 
cinnati, Ohio, in Cincinnati (Ohio) Billboard 
Advertising. No. 640. 

WituiaMs, E. D., Pryor Creek, I. T., in Pryor 
Creek (I. T. ) Constitution. 0. 33. 

Wituiams, Ed. F., Pilot L Grows, > in Pilot 
Grove (Mo.) Herald. No. 832. 

WILiiaMs, E. George W., Troy, Ohio, in Troy 
(Ohio) Manufacturers’ Journal. No. 110. 

Wison, A. M., M. D., 27 Union Depot, Kansas 
City, Mo., in Kansas City (Mo.) Investor, 
Kansas City (Mo.) Humanity, Kansas City 
(Mo. ) Monthly Signal, and Kansas as City (Mo (ilo) ) 
ace. Nos. 225, 331, 364, 516, 


Mr. Wilson’s ads were all excellent. 
He won the five-year coupon for three 
oe -_ gp seen a souvenir spoon. 

WL , Jackson, Mich.,in Jackson 
Witicn, \ industrial te No. 351 
rt, Ind., in Logans- 


Wise, Cari S.., — 
pow rt (Ind. ) Satur ight Review. Nos. 48 


“Mr. Wise may make a fair ad writer 
if he practices considerably. 

Woaomay, D. C., Doyen. Uhio, in Cincinnati 
(Ohio) Tribune. 

Woop, A. B., Gains, Neb., in Gering (Neb.) 
Courier. No. 65 

Woop, H. G., Cuero, Texas, in Cuero (Texas 
Record. No. y 

Woopsury, W. J 4th street, St. Pau 
Minn., in St. Paul Minn, ) Herald, Appeal, 
High School World and Co-Operative Age. 
Nos. 744, 745, 746, 747 and 784. 

Mr. Woodbury’s ads are fair, and 
very attractive typographically. 
Woo.FoLk, Charles A., 446 Main street, 

Louisville, Ky., iy Louisville (Ky. ) Ameri- 

can Practitioner and News. No. 2 
Wooster, Alf, Oskaloosa, am. in Oska- 

loosa (Iowa) Citizen. No. 

WorrTHIncTon, W. H., Bb ~~ in 
Birmingham (Ala.) Great South. No. 396. 

Wriont, Purd B., St. Joseph, Mc., ae Joseph 
(Mo. reo of Commerce. No. 787 

YA.e, A. W., Perrysville, Ohio, in Perrysville 
“(Ohio) Vidette. No. 710. 

Mk gg mag” Ohio, in Perrys- 

Y ville (Ohio) Vidette. No. 184. 

Yates, H. A. Findlay , Onto, = Findlay (Ohio) 
Cepubtican, Findlay (Ohio) Courier and 
Findlay (Ohio) Md Nos. 391, 435, 
530 and 550. 

Youne, J. W., Sulligent, Ala., in Sulligent 
(Ala.) Eagle Eye. No. 19. 

Zinaa, Charles J., Farmington, Me., in Farm 
ington (Me. ) Independent, Farmington (Me. ) 
Chronicle, Lewiston (Me.) Sun, Phillips 
(Me.) Phonograph, Farmin ngton (Me. ~~ 

orld, Brockton (Mass.) Enterprise, R« 

ville (Ill.) Independent, Detroit iMich.) 

Courier, Bayonne (N. J.) Democrat, Bidde 

ford (Me.) Journal, Carroll (Iowa) Sentinel, 

Norwalk (Ohio) Experiment and Parker 

(S. D.) Turner Co. mocrat. Nos. 1, 17 


339," 367 


369, 
518, 523, 540, 552, 558. 587, 621, 634, 
652, siz, 716, 72%, 753) om, Bai, 825, 828, 899, 840 
and 


Mr. Zingg received four weekly 
prizes and two souvenir spoons. 





aa 
PSYCHOLOGY OF ADVERTISING. 
‘By Joel Benton, 

If Locke and Spinoza had lived in 
our day they might have extended 
their studies of the human mind, and 
of metaphysics generally, by seeing 
the methods and multiplied varieties of 
the modern business appeal, which we 
term the advertisement. We are all 
buyers and sellers of something, and 
we are all anxious not only to sell the 
thing we make, but equally desirous of 
finding the best thing that others make 
which we can procure to advantage. 

All this implies an inquiry into the 
tendencies of the human mind, and a 
knowledge of the motives which in- 
fluence the average man and woman, 
and compel their interested attention. 

If we were only telepathists or clair- 
voyants, instead of being mere em- 
piricists, we could dispense with our 
voluminous reasonings and philosophy, 
and bring the whole world to notice us 
at once. There are, of course, differ- 
ent tastes which require different treat- 
ment, and yet there are certain uni- 
form laws which must be observed in 
addressing our audience. How to cost 
the least so as to draw the most, and to 
repel few or none, is the problem. 

The thing is sometimes done by ac- 
cident, and some of the greatest ap- 
peals even, measured by their success 
and popularity, have been masked by 
no previous expectation of what would 
happen. Literary illustrations are 
quite in line here to prove this, and 
there are many which every one can 
recall. Mrs. Stowe, when she sold 
her great story, ‘‘ Uncle Tom’s Cabin,”’ 
to an obscure Washington newspaper, 
and estimated it lightly, had no idea 
that she was precipitating a social and 
political convulsion beyond anything 
recorded in history. But somewhere 
in the public mind there was a prepara- 
tion for it, and the seed sown did not 
fall on stony ground. 

In our own generation Du Maurier’s 
story—not reformatory exactly—seems 
to have forced its interests into more 
varieties of minds than any dozen 
concededly more able books have done, 
even though emanating from writers of 
acknowledged fame. But who can 
measure and be sure to evoke this pecul- 
iar hypnotic spell? And I use this 
adjective, not because it is suggested 
by the story, but because it most com- 
pletely fits the case. 

In another way we have Schlatter, 
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the Denver thoumaturgist. Call him 
charlatan or inspired, a keen fakir or 
an enthusiastic altruist, and the prob- 
lem to account for is the same. He 
did move thousands of people of al! 
classes. Unless all accounts lie, there 
were some invalids that he cured and 
others that he helped, while the won- 
der of him has made a wide impression. 

In this city, fresh from the ruralities 
of North Carolina, comes just now the 
little girl Avery, telling a story two 
thousind years old, and masses of peo- 
ple crowd to hear her, while some are 
overwhelmingly excited by her dis- 
course. In another town I have seen 
the notice of another speaker, whose 
equipment of knowledge is very mod- 
erate, but who makes such a stir 
wherever he goes that he bears the so- 
briquet of the ‘‘ Tornado Evangelist.”’ 

To lay hold of the strings that draw 
human interest and attention is what 
these writers and speakers have done, 
and it is what the advertiser, after his 
own method, must do. The lawyer 
needs sometimes only to capture the 
one juryman against whom the ‘‘ eleven 
obstinate ones ’’ kick, and he wins his 
case. But he has studied human nat- 
ure to do it. The advertiser, how- 
ever, must win all, ora great majority, 
to his side to succeed. Does he know 
that he is to work upon human ten- 
dencies and beliefs—that there are 
reverences and susceptibilities upon 
which he must not infringe—and that 
that there are also longings and desires 
whose satisfaction, if he sufficiently 
arouses them, will make his fortune ? 

If he becomes a good advertiser he 
must become perforce no mean psy- 
chologist. 

CLOSELY ALLIED TO SAPOLIO. 


Mr. Artemus Ward, editor of New York 
Fame, and closely allied to Sapolio fame, is, 
says our contemporary, Profitable Advertis- 
ing, far and away one of the brightest 
“electrics”? in the whole firmament of ad- 
vertising men —Fame, London (Eng.), De- 
cember, 1895. 
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Tue Stamford, N. Y. Recorder has recent- 
ly obtained and forwarded the names of ten 

aid-in-advance subscribers to Printers’ INK 

or the year 1896. 


Tue Brockton 
which has the largest circulation of any 
daily in Plymouth County, and is one of the 
best managed dailies to be found in any 
town in the United States of the size of 
Brockton, has recently obtained and for- 
warded the names of ten paid-in-advance 
subscribers to Printers’ INK for the year 
1896, from among its local advertising pat- 
rons. 


Mass., Daily mcg agtenns 
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_ PReavers oF 


THE SUN 


do become absorbed in the news it prints, but 
that very fact makes it valuable to an adver- 
tiser. No advertisement printed in its columns 





can escape the attention of either the men or 


the women who are its constant patrons. 


When you are ready to increase your business 


address 
THE SUN, New York. 
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ONDER OFeeeee 
YEW YORK CITY 


me ie aed 








To the Editor of the Evening Post: 


Sir :—How is it that the Evening Post is the 
only paper published in New York that has not the 
“largest circulation in the United States”? Are you 
inferior in enterprise to your brethren? I ask 
merely out of curiosity, as a visitor from one of the 
slow-going Southern States, who is come prepared 
to admire the wonders of New York, and especially 
the enterprise of its far-famed press. All the others 
prove conclusively every morning or afternoon that 
they lead in circulation. You don’t seem to be 


in it, J. C. SIMPSON. 
New York, Nov. 30. 


PENI N PIO A ES) 








The above communication is 
copied from a late issue of the 
New York Evening Post, a paper 
that tells what its circulation is 
and receives a constantly increas- 
ing advertising patronage, eeeeee 


—Printers’ Ink, Dec, 11, 1895. 
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BUT 


| NO COMPETITOR 


ever questioned the correctness 
of Tue St. Louis CHRONICLE’s 
circulation, 100,000. daily. 


QUALITY 


of THe CHRONICLE’s circulation 
is so desirable that every St. 
Louis paper has cut its price to 
one cent in St. Louis in an at- 
tempt to check THE CHRONICLE’S 
remarkable growth. 


THERE’S NO CHECK — THEY CAN’T 
STOP ITS GROWTH. The 

















Chronicle 





St. Lous 











prints, circulates and sells more 
papers every day it is issued than 
any other two St. Louis papers, 
morning or evening, combined. 


Baad 


THE SCRIPPS-licRAE LEAGUE, 


E. T. PERRY, Manacer, 


General Advertising Department, 


53 TRIBUNE BUILDING, 66 HARTFORD BUILDING, 
NEW YORK. CHICAGO. 
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To notice 
How the 
Passengers 
Ina 

” Street Car 


Ny ] 

ay 
aly Stee 
OIL You 


all 


They don’t always at first, but in a few mo- 
ments their eyes wander “along the line,” and 
sometimes their audible comments show how 
familiar they are with the announcements— 
because they are household words. They 
buttonhole you everywhere—morning, noon 
and night! 


Don’t you want your announcement to be 


a 


equally so? 


George Kissam, 


253 Broadway, New York. 
16 Branch Offices. 
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Remember— 


That the 


Brooklyn “L” 


is the pioneer road in the ‘City 
of Churches ”—it has over twenty 
miles of track—the BEST terminal 
in the new 


BRIDGE STATION & 


—it practically covers most of the 
City of Brooklyn—it carries over 
double the number of passengers 
than any other line—it was the 
first road to have REAL advertis- 
ing—that department is managed 
by experienced and practical men 
who know no place but the TOP! 


® 
CO. KiSSAM, 2 ro, er ws 


: 
: 
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“Imitation is the Sincerest — i 
Form of Flattery.” 


Since | developed REAL Elevated 
Railroad Advertising on the 


Brooklyn “L” 


Others have imitated and followed 
me, but they'll never catch me! I 
propose to . 


Keep in Front 


and give advertising that no one 
can equal. 


And It’s 
“Dead. Easy.” 


ee 
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Geo. Kissam, 


MODERN ELEVATED RAILROAD 
AND STREET CAR ADVERTISING 


253 Broadway, N. Y. 
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There is a Way 


to do a thing right and a way to do 
it wrong. Advertisers have made 
mistakes, but if you want to 


Reach the Masses 


in and about Chicago, you cannot 
make a mistake by using the col- 
umns of 


¥ Th e 5 a 
¥ Chicago 
¥ Dispatch 


It has a daily circulation of nearly 65,000 
copies and is the biggest three-year-old news- 
paper in this country. 


M44 


WB” We have advertising space for sale 
at reasonable, not cheap, rates. 
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LOST—twenty-four golden hours, set with sixty 
diamond minutes. 


NO REWARD —for they are gone forever. 


Gr 


This is the cry of the man who puts his good 
money into advertisements placed in poor papers 
that produce no results. His opportunity is ‘‘ gone 
forever.” 





‘There is a tide in every man’s life which if 
taken at the flood leads on to fortune.” You are 
missing a rare opportunity if you miss putting 
your advertising in Pennsylvania’s leading HOME 
DAILY, the 


PHILADELPHIA 
ITEM 


with 190,000 circulation daily, guaranteed. No other 
paper can or does equal it as an advertising medium. 
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Mr. W. F. Balch, of Kentishtown, London, clips the follow- 
ing from the London (Eng.) Daily Chronicle of Dec. 17th, 1895, 
and ‘‘ thinks it will interest Mr. Jonson.” It DOES, 


SOE PETS TE SLT ae: 
QUEEN’S BENCH DIVISION: © © 
(Before the Lorp Ques. Justicz.and a Special! 
a 
“DISHONEST COMMISSIONS, 4 
In_the course of the hearing of 3 case for} 
wrongful dismissal, brought by the former: 
jmanager in England*for a firm of Hanover 
printing ink manufactnrers, the plaintiff, whose 
jegsa was stopped by the jury, said it? was! 
well known to the “defendants, and» to 
everyono inthe trade, that..it was “abso- 
‘Intely_ necessary,.in order to ‘get orders, that, 
travellers should give commissions to and make} 
‘payments for refreshments for foreman and 
others. If atraveller was not preprred-to spend 
money freely, he must rely upon it that he wou 
not get any orders. ‘The .witness farther said tha 
; system was rife not only in his trade but in man 
jothers. It was well known that villas, and’ lif, 
‘insurance policies. bad been given by traders 
‘managers of firms in order to secure the work. 
The Lord Chief Justice, referring, to..these 
‘statemcits, said that if what the witness had 
speken was accurate, it was simply a disgraceful 
“nud shocking state of things. It was putting a 
preminm in commercial competition upon the 
dishonest, the fraudnlent and unscrupulers man 
who wonld get customers for his firm at the cx- 
pense of corrupting those who were in a position | 
of confidence and trust. He rbmembored 
a painful case in which he defended 
the representative of a firm who supplied mate- 
rials for dyeing, who was properly cenvicted for 
giving commissions, and the prisoner told him, 
that if he did not givo commissions and went 
direct tothe heads of the firm, althongh” he 
might get two cr three orders, when 2 new mana- 
ger came he probably would not bo above mixing 
some ingredients with the materials he supplied 
in order to spoil large qnantities of goods with a 
viow of getting orders placed. elsewhere. ‘It was 


@ disgraceful state of things. 
i sind mere nt: ae ee | 





I assert unequivocally that, with the possible exception of 
H. D. Wade & Co., there is not a printing ink manufacturer or 
dealer in the United States who is not in the habit of paying com- 
missions to or bribing the foreman or some other employee of the 
establishments to whom they sell ink. 


This practice, and the bad debts, doubles the cost of Printing Inks to the ordinarv con- 
sumer. Send for my price list. Address 


P. I. JONSON, 8 Spruce St., New York. 
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Mr. Morse’s Opinion: 


Vounsoolymrmtutines UI $5 
Nashengiont 


Friday morning, December 20th, 1895; 
To Mr. George Kissam, 
"street Car Advertising," 253 Broadway, New York City. 

My dear Sir:——vYours of the 19th instant, addressed 
to Messrs, Morse Brothers, Canton, Massachusetts, asking for an opinion 
on street oar advertising, has been referred by them to me here, where I 
am, attending to my duties as a Member of Congress. Of course no gen- 
eral advertiser, like our house, that employs various mediums, dan tell 
for a certainty which is most effective. I am free to say, however, 
that I have a good opinion of street oar advertising for good goods and 
those used in the family. The street oars are largely patronized by 
ladies, and they have nothing in the world to do during their journey, 
long or short, but to read the advertisements whioh are on the opposite 
side of the car. We have recently made street car advertising contracts 
for advertising the "Rising Sun Stove Polish® and "Sun Paste Stove Pol- 
ish* amounting to over fifty thousand dollars per annum, a large part of 
whioh was placed with your house. We have done a satisfactory busi- 
ness with Mt. Kissam for twenty years. 


Most respectfully, 
Chijah A. Morre. 


For Morse Brothers, Prop's 
The Rising Sun Stove Polish, 
and 


The Sun Paste Stove Polish, 
Canton, Mass, 


Like numerous other LIVE advertisers, he knows 
where to get 
STREET CAR ADVERTISING 
; of the 
KIND THAT PAYS. 


=aeoa 


GEO. KISSAM, 


253 BROADWAY, NEW YORK. 
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ADVERTISING THE AOLIAN. 


HOW FIVE YEARS OF JUDICIOUS PUB- 


LICITY HAVE RESULTED IN MAKING A 
NOVEL MUSICAL INSTRUMENT POPU- 
LAR WITH THOSE WHO FIRST LOOKED 
UPON IT WITH SUSPICION. 


In the advertising pages of the maga- 
zines to which we all-turn nowadays, 
there is nothing more effective than the 
payes that are given up to the eolian. 
I called on the manager of the Zolian 
Company, Mr. H. B. Tremaine, at 
their offices, No. 18 West 23d street, 
N. Y. City, the other day and asked 
him some questions. 

‘‘We have had a peculiar business 
to advertise,”’ said he in response to a 
general query. ‘*‘We have had the 
task of explaining a great deal about 
what we had to sell; in fact, have had 
to tell a long story—and to overcome 
a distinct and definite prejudice among 
musical people. 

‘‘The minute we stated that the 
eolian was ‘easy to play,’ which was 
the one great point we had to make to 
the general public, we raised a preju- 
dice in the minds of musical people 
against it, because there was a belief 
that had become a musical tradition 
that any kind of instrumental pro- 
ficiency is the result solely of study 
and practice, no matter how much na; 
tive talent the learner may possess. 
The greatest performers have always 
been the hardest workers. Paderewski 
practices ten hours daily. We could 
only overcome that prejudice by get- 
ting the musical world on our side, and 
we have succeeded to the admiration, 
perhaps envy, of the oldest piano manu- 
facturers in the country.”’ 

‘Who was the first testimonial ob- 
tained from ?”’ 

‘‘\Ir. Stanton, of the Metropolitan 
Opera House, is a friend of one of our 
stockholders, who brought him in to 
hear the eolian. He pronounced it a 
most excellent instrument, and gave, 
as his reason, it was an artistic instru- 
ment; that is, that it could render 
music in an artistic manner. He at 
once called to it the attention of Anton 
Seidl. Mr. Seidl came in, and, in his 
quiet and reserved manner, asked 
to hear the zolian, seemingly under 
the impression that he was going to 
examine some toy. We played for 
him the Tannhauser overture. At the 
first notes of .the ‘ Pilgrim’s Chorus’ 
he turned around, then got up and 
walked over to the instrument and 
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stood beside it. When the tempo 
changed, a smile came over his 
face. He put his own hand on the 
tempo stop, and said: ‘Slower!’ 
When we got through with the piece 
he said: ‘It is wonderful! and gave 
us his indorsement on the spot. 

‘The first thing we did was to pub- 
lish Seidl’s indorsement in the New 
York daily papers. That was our first 
real advertisement. We inserted a ‘ dis- 
play’ of four to six inches single col- 
umn. Results began to come in imme- 
diately from people who knew Mr. 
Seidl and knew that he wasa man who 
would not recommend anything he did 
not truly believe in. It led to a great 
many sales. People came in to hear 
the instrument,and understanding good 
music, realized that the ‘zeolian’ was an 
artistic instrument and purchased it. 
The daily papers were all we used at 
that time, but we shortly afterward 
began using magazines. We used de- 
scriptive ads telling the special advan- 
tages of the instrument, etc. We al- 
ways used perfect cuts too. Weadver- 
tised in Harper’ s and the Century, after- 
wards taking on the Cosmopolitan and 
Scribner's. We sold directly from the 
Cosmopolitan advertising four instru- 
ments in Brazil. The first letter came 
from Rio Janeiro, and the correspond- 
ence which ensued resulted in our for- 
warding four instruments. We also 
sold one instrument directly from an 
advertisement in the Cosmopolitan to 
a party in Japan. 

“The ‘readers’ we use consist of 
four-page insertions, or inserts. We 
have been using them constantly. In 
fact, we are using more space this year 
than ever before. 

“Our descriptive books of the zolian 
have been among the most effective 
advertising we have dore. We sent 
the first 10,000 of them out in New 
York City from names secured from 
the Elite Directory. The people came 
in here with the books in their 
hands and we very nearly doubled 
our fall sales that year. The keynote 
of the publication with us is the in- 
dorsements. In addition, we simply 
state plain facts in regard to the in- 
strument and we ask people to come 
and see it. People very readily see 
that there must be something in the 
instrument when the foremost musi- 
cians unreservedly indorse it, and the 
very best people in the country buy it 
for their homes. 

‘‘There are many people of great 
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public importance who are our patrons, 
and they have been, and are to-day, 
great living ads for us. Take, for 
instance, in this country, the Drexel 
family of Philadelphia. The elder 
Drexel, before he died, bought five 
of our instruments. He had one in 
his country home, one in his city 
home, one on his yacht, and he gave 
two away. We have a list of poten- 
tates, prelates and prima donnas, 
greater than probably ever patronized 
a single invention of any kind before. 

‘*We use newspapers and the signs 
on the elevated road; also the New 
York evening papers. We use them 
in various ways. Quarter-page, double- 
column and single-column—never less 
than the latter. We do not believe in 
small spaces. 

‘*In advertising our ‘ recitals,’ which 
are held here in our Twenty-third 
street rooms, in both the morning and 
evening papers, we have found that 
the latter always brought the largest 
attendance, 

‘*Our ordinary retail city business 
has been from 50 to 75 per cent better 
than when we used the morning pa- 
pers, which we did one year exclu- 
sively. We have built up a remark- 
able business in a few years. An in- 
strument that people would not listen 
to in 1890 is now in Balmoral Castle, 
in the Escurial at Madrid and the Im- 
perial Palace in St. Petersburg. Even 
our sale to Queen Victoria is due to 
advertising. The Queen saw the Ao- 
lian notice in a Scottish newspaper. 

‘*We placed the eolian in the Vat- 
ican through an advertisement in a 
magazine, indirectly, though quite di- 
rectly enough for our purpose. Our 
advertisement was seen by Archbishop 
Ryan, of Philadelphia, who presented 
an zolian to Monsignor Satolli, who 
became simply infatuated with the in- 
strument. He wrote His Holiness 
about it, and we sent our agent in Rome 
to him. On hearing the instrument 
the Pope purchased at once. The 
Grand Duke Michael, of Russia, came 
in here in person to see the xolian, 
which he had seen advertised in the 
New York daily papers. Nor did we 
know who he was till he ordered his 
name placed on the instrument. He 
subsequently purchased two additional 
ones. 

‘*Our whole business has been built 
up practically by our advertising. We 
had to overcome two great difficulties. 
The zolian was a novelty and musical 
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people were naturally likely tobe prej- 
udiced against it. Now a novelty 
costing 50 cents or $1 might be bought 
by the general public readily, but when 
it costs $500 to $750 they want to know 
all about it. They must have com- 
plete confidence in it before expending 
such an amount of money. 

‘* Instead of using a large number of 
magazines with a small space in each, 
we use a large space in a few maga- 
zines. We have used a great many 
two-page advertisements. We are con- 
templating using a double page in all 
the magazines.” J. L. FRENCH. 


——— +e 
THE WAR SCARE AS AN ADVERTISING 
OPPORTUNITY. 

It is an ill wind that blows nobody good, 
and the war scare is no exception to the rule. 
The shrewd, up-to-date advertiser was, as 
usual, well to the front on the subject of our 
possible strife with Johnnie Bull, and within 
a week after the President’s bellicose mes- 
sage on the Venezuelan question the news- 
a were filled with ads having scare 

eadings relating to the “‘war.’’ One furni- 
ture house inverted an old adage and came 
out with the heading, “ In time of war pre- 
pare for peace,” leading up to an inventory 
of bargains in household furniture. 

Mr. Steve Brodie, saloon-keeper, bridge- 
dropper and Thespian, who seems to have 
the knack of securing free newspaper adver- 
tising whenever he wants it, saw another 
‘golden’? opportunity and organized a 
“company”’ of Bowery toughs under the 
title of « Brodie’s Brigade.” Every metro- 
politan newspa) r noticed this event. Smart 
man, Brodie! Ge drilled his company in his 
own saloon, a well-filled lunch counter act- 
ing as an imaginary enemy. The “ attack”’ 
of the Bowery battalion was something ter- 
rible to witness—so the newspapers said— 
but the lunch was paid for a hundred times 
over by the gratuitous advertising ** Steve”’ 
had obtained. 

Some of these advertisements have not 
been without that quiet humor that is so essen- 
tially American. ne merchant says: 
** Don’t worry about John Bull. If his fleet 
ever came into New York harbor we could 
send down our excursion boats to meet him. 
That would settle it.” 

A bicycle firm advertised that ‘‘ The Brit- 
ish fleet was not as fleet as this wheel,” and 
aserious dry goods ad writer asserted that 
in his store one could see the “* English navy 
blue ’—not very encouraging for John Bull. 
A tailor advertised goods of American manu- 
facture, and added that English materials 
were “‘ not popular just now.’ 

But it was left Geo. W. Monroe, of 
* Aunt Bridget” fame, to get off the best 
piece of ‘‘war”’ advertising. In all the ad- 
vertisements of his show he hada single line 
inserted, ‘‘The Monroe Doctrine—Laugh 
and Grow Fat!’ and it caught on immensely 
wherever it was seen. JoHN C, GRAHAM. 

———__+o+___—_ 

Tue 7exas Baptist Standard published 
at Waco, claiming to have the largest issue 
of any Baptist paper in the Southern States, 
has recently obtained and forwarded the 
names of twenty paid-in-advance subscribers 
to Printers’ Ink for the year 1896, This is 
a Christian act and good business, too. 
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SUCCESS SUCCEEDS FAILURE IN ST. 
LOUIS. 


ei et "= os 
2.50 Tailor Made Pants a ialty. 
os to2 North Sixth St. ” 

Sr. Louis, Mo., Dec. 24, 1895. 
Editor of Printers’ Ink: 

St. Louis papers, who are working on a 
keen competition regarding circulation and 
results thereby obtained regarding to adver- 
tising. I have tried one evening Paper, who, 
I will allow, has a very large circulation, 
after spending Seventy-five oo Dollars in the 
most judicious part of their Paper with 
practicly no result. 

1 again which I deem one of the most 
practicly news Paper in the west With the 
same result than of a advice of Friends & 
business men to try the St. Louis Republic I 
have advertised in this paper in a very small 
way with most gratifying results the ad I ad- 
vertise s 


M AIL orders promptly filled on R. I. Mann St. 
4 Louis tailor-made black cheviot pants at 
$2.50. 102 N. Sixth St. 


PRY RL, Mann St. Louis tailor-made $2.50 
black cheviot pants ; suitable for business 
102 N. Sixth St. 





or dress. : Si: a 
Bw R. I Mann’s tailor-made corduroy pants ; 

aoe are the goods for hunters and laborers ; 
$3. 102 N. 


. Sixth St. 
the return have come in from parts of Kan- 
sas, Mississippi, Arkansas, La., Mo., Ills., & 
all over the State of Texas. Now. Mr. Editor 
my outlay in the St. Louis Republic in that 
period of time was less than Fifty oo Dollars, 
and my C. O. D. orders filld Lawest esti- 
mated amt of seven hundred Dollars. how 
can I make this other Papers whom I know 
are good, pay me in proportion? awaiting 
your early ply & thanking you for your in- 
formation, ge tng yours very truly, 
R. I, Mann. 


+ ~~ + 
THE NEWSPAPER IS SUFFICIENT. 
Office of PARCHEN Druc Co., 





Wholesale Druggists. 
He.ena, Mont., Dec. 22, 1895. 
“ Printers’ Ink,” 10 Spruce Street, New 

York City: 

GENTLEMEN—Referring to your comments 
on Mr. A. B. Rinehart’s letter, issue Dec. 11, 
we question if the newspaper alone is suf- 
ficient. For many years we have closely 
observed various methods of creating a de- 
mand for patent medicines in the territory 
supplied by us, and, while we advocate news- 
paper ads, are convinced that house to house 
distribution of good circulars, with samples 
where practicable, is more quickly and gen- 
erally effective, especially in case of new 
remedies. Newspaper ads are most effective 
in the patent medicine line when supplement 
ing house distribution. Williams’ Pink Pills, 
Miles Medical Co. remedies, Gunn’s Liver 
Pills, were all introduced here in this man- 
ner, and promptly became good sellers. 

Your advice is doubtless applicable to 
many things but should be qualified by ex- 
cepting patent medicines. Respectfully, 

ParCHEN Druc Co. 
estas iiiiceoasenae 

An ink advertisement ought to bear the 
color of truth. 

~ 

Tue Fremont, Ind., Fagie has recently ob- 
tained and forwarded, from among their 
leading advertisers and patrons, the names 
of twenty paid-in-advance subscribers to 
PRINTERs’ INK for the year 1896. 
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VAGARIES OF CHURCH ADVERTISING. 
Boston, Mass., Dec. 26, 1895. - 
Editor of Printers’ Ink: 


In Topeka a church announces that next 
Sunday's services will be attended by ‘* The 
Spinning Spinsters,” thirty-five in number. 
It is furthermore stated that these women 
are young, that they will march through the 
principal streets before service and that they 
will wear bloomers. This knocks the Chi- 
cago poster idea into the dim distance. A 
brass band and a few banners would make the 
movement a complete minstrel parade. 

A method in vogue in an Iowa city is the 
sending of polite invitations to guests 
registered for over Sunday at the hotels to 
attend divine service. The note says a cor- 
dial greeting is extended to strangers in our 
midst by the congregation. r 
Way out West the tactics of the Salvation 
Army are climaxed by a church in ’Frisco 
that has young lady ushers who pin a souve- 
nir badge on the lapel of every attendant. 
This, it is supposed, tends to make the un- 
godly envious as they meet with the sainted 
on their way home from or, 

- usy Bze. 


——~3xwWo—_—- 
IN MICHIGAN. 
Lapeer, Mich., Dec. 26, 1895. 
Editor of Printers’ Ink: 

On a Lapeer, Mich., blacksmith shop is a 
sign reading as follows: ‘* William Morris, 
Horseshoer and Veterinary Surgeon. No 
Pay, No Cure.’’ Experience, perhaps, has 
made William tired of the credit system. 

In the outskirts of Detroit the farmer 
driving toward the city can hardly fail to 
notice on a wayside tavern, a sign with let- 
ters a foot high announcing “‘ Free Drinks.” 
If he is not in too great a hurry to get inside 
the house, a closer examination will reveal 
to him that the sign reads: 





FREE DRINKS | 
FOR HORSES. 





JouN WRIGHT. 


————_+e>—__—_. 
IN BUFFALO. 
Burrato, N. Y., Dec. 21, 1895. 
Editor of Printers’ INK: 

I notice the practice has become in vogue 
of placing upon the streets monster adver- 
tising vans for the poe of advertising 
some show or business. The greatest offender 
in this regard is the Lyceum Theater, whose 
monster white and gold and mirrored wagon, 
as theatrical performances, takes 
up twice the space of a carriage or buggy. 
At the time when the city was crowded with 
guests on the occasion of the convention of 
the Union Veteran Legion, and when that 
body was having its parade, the wagon in 
question was notably obnoxious, running in 
between the lines of the parade, interrupting 
it and disgracing, in the eyes of strangers, 
the city by its presence on the public streets 
at such a time. AMILTON. 

a 

Apvertising has become, in these latter 
days, a science, and a science that has re- 
ceived each year increasing attention. Men 
are in business for business, and advertising 
brings it; so everybody is advertising, and 
naturally everybody is studying the subject, 
—The Milky Way. 
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NOT DOUBLED—BUT HALVED. 
- New York, Dec. 27, 1895. 
Editor of Printers’ Ink : 

Mr. Addison Archer, in his * interview”’ 
with the undersigned, published in your es- 
teemed journal, December 4, incorrectly re- 

rted me, in so far as said “interview ”’ re- 
ates to the circulation of the Louisville, 
Ky., Commercial. 

phon from page 27, of said issue: 

‘Next we took Louisville, Kentuck 
Mr. Richardson’s suggestion. I read: 
Commercial, E’ (more than 12,500). 

*T think that is about half of it.” 

The last line should have read: 

“T think that z¢ Aas about half of it ’’— 
which would report my answer correctly, 
and convey an entirely different idea from 
the expression as used by Mr. Archer. In 
other words, while I intended to be under- 
stood as saying that in my opinion the Com- 
mercial had a circulation aboot half of 12,- 
soo, Mr. Archer’s misunderstanding or mis- 
quotation rendered my utterance the very 
reverse, and led your readers to the conclu- 
sion that I was stating that 12,500 was about 
half the Commercial’s circulation. 

The Commercial itself was quick to put 
this interpretation upon it, for it has taken 
occasion to use that part of the “‘ interview” 
iia big display advertisement in its col- 
umns, thus making me sponsor for a state- 
ment never made, and which is misleading 
and misrepresenting. 

In view of this, 1 would respectfully ask 
that you give a place to this communication 
in your next issue, and oblige, 

Yours fraternally and respectfully, 
A. Frank RICHARDSON. 


, at 
Uri 
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AN ORIGINAL BEER AD. 
Burra.o, N. Y., Dec. 25, 1895. 
Editor of Printers’ Ink: 
I clip the accompanying advertisement 








The German 
drinks Adagio 
(slowly); 


The American 

drinks Presto 

(rapidly). 
The American 
hasn't learned to 
drink like the 
German, but he 
has learned to like 
the German drink. 


That’s LAGER. 


LANG’S. 








from the 
chestra. 





rogramme of the Symphony Or- 
sn’t it original ? ARISTIDES. 
<o 

Tue Teneha, Tex., Ledger has recently 
obtained and forwarded the names of nine 
age Sg subscribers to PRINTERS’ 
NK, from among its local advertising pat- 
rons. 
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BOSTON BEACONS. 
Boston, Dec, 31, 1895. 
Editor of Printers’ Inx: 

The large dry goods establishments an- 
nounce that in the future they will open at 
8.30 a. m. and close at 5 p. m. This is 

retty close to banking hours, but it has 

n made possible solely by newspaper ad- 
vertising and not by any humanitarian sym- 
pathy for the overworked clerks. The fists 
of articles are now enumerated so extensive- 
ly, described so accurately and priced so 
minutely in quarter and half-page ads, that 
twelve hours of business can now easily be 
done in seven and a half hours. 

One of our principal mercantile houses il- 
lustrated last week how Santa Claus brings 
his Christmas gifts when there is no snow 
for sleigh and reindeer. He got together a 
dozen or so small donkeys and tied on their 
backs great packs of toys and started them 
through the streets of the city. On their 
little blankets were greetings that made many 
a child's heart jump with joy. . 

The scramble for calsadune for ’96 has 
been so great in Boston that the John Han- 
cock Life Insurance Co. have put a price of 
ten cents each on their art production. 

Busy BEE. 


<o 

COMICAL SIGNS. 
Brooktyn, N. Y., Dec. 29, 1895. 

Editor of Printers’ Inx: 

An East Side tailor has a sign 
dow which reads as follows: 

“* Dying neatly done, also repairing.” 

It might pay an undertaker to settle in that 
neighborhood, or even a tragic actor could 
take lessons in “dying neatly.’”’ An East 
New York saloon keeper has this novel sign 
right out on the sidewalk in front of his 
stcre: 


in his win- 


** Pee Supe for Free Lunsh.”’ 

This is something akin to the sign outside 
a carpenter shop: 

““Dores and winders maid to order any- 
ware.” 

I have read that as you step from a certain 
_ in Dakota you are confronted on all 
sides with these signs: 

** Divorces promptly obtained. No trouble. 
Small fees. Apply at office of ——”’ 

One of New York’s millionaires keeps a 
couple of bull dogs in his back yard, and 
over their kennel he has the following signifi- 
cant sign: “* Burglars wanted.” 

Joun CHESTER. 


FOUR CENTS A POUND. 
New York, Dec. 30, 1895. 
Editor of Printers’ Ink: 


In the northern part of England, even in 
large towns, some tradesmen, such as butch- 
ers, grocers, fish dealers, etc., are glad to 
pay four cents a pound for good, clean news- 
papers which serve them for wrapping pa- 
per. The sale of old newspapers used to be 
my chief source of pocket money thirty years 
ago, particularly around holiday times, when 
there would be an accumulation of newspa- 
- and a corresponding dearth of funds. 

t was not unusual for me to receive ten 
shillings ($2.50) at a time for a gocd, clean 
bundle of * cold pig,”’ and, as I had the run 
of the press-rooms in all three newspaper of- 
fices, much of their “ surplus circulations ” 
used to = through my hands, to my own 
personal profit. 
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THEATRICAL ADVERTISING. 
Boston, Mass., Dec. 28, 1895. 
Lditor of Printers’ Ink: 

An entirely new plan was pursued by the 
manager of a traveling troupe making one- 
aight stands through the West. He had in- 
serted a laudatory write-up of the perform- 

nce in one of the daily newspapers of the 
place, agreeing to take one thousand copies of 
the edition for the service. These papers, 
with a blue pencil mark around his notice, 

ere for distribution in the town where they 
showed next day. The cost of the scheme 
vas only $5, and a paper strange to the citi- 
ens put out in a city would naturally attract 
nuch attention. 

Theatrical managers have been known to 
naugurate circus methods in billing an at- 
traction, and it has generally proven success- 
ful. The first to gain notoriety by plaster- 
ng all the bill-boards and dead-walls of a 
town with posters was Chas. Davis, in 
‘ Alvin Joslin,’’ and he made money fast, al- 
though he had a very weak imitation of Josh 
Whitcomb’s “*Old Homestead.” The next 

) try it was Wm. R. Haydn, in billing 
Thomas Keene in Shakespeare’s tragedies. 
He spread thousands of miles of space with 
posters depicting the “‘ quarrel scene” be- 
ween Othello and Iago, and people flocked 
to the theater to see the star do or die. 

A personal incident was related that will 
ear repeating. It seems some of the New 
York theaters are using for a return check a 
round card with a tin border, bearing on one 

ide the name of the playhouse, and on the 
reverse the ad of a hat firm. Our genial 
friend decided to use this kind of a check on 
tour. He made arrangements with the hat 
house to send him 1,000 to Hartford. They 
got there before he did, and when he did ar- 
rive, he asked: ‘*Seen anything of a pack- 
age of door checks for me?” ‘* Door 
checks !” said the astonished manager of the 
theater, ‘were those door checks? Why 
I’ve been using them for advertising, and 
they are all over town.” Busy Bee. 

-—-- Se ae 
IN MICHIGAN. 
Hiiispate, Mich., Dec. 26, 1895. 
Editor of Printers’ Ink : 

A method of advertising by posters is 
much in vogue here. It consists of a sign- 
board with an attractive design at the top 
and a legend similar to this: ** Two miles to 
the Corner Grocery, » Mich.”” These 
boards are posted at intervals of a mile 
along the roads leading into town, and are 
at once a mile post and an ad. On this ac- 
count they are read far more often than the 
ordinary en ad and keep the store named 
constantly before the mind of the traveler. 

On Christmas day one of our enterprising 
dry goods firms placed -in their window an 
old-fashioned open fireplace, with the stock- 
ings hung to the mantel. Then about 2 p.m. 
Santa Claus made his appearance, and, with 
great deliberation, proceeded to fill the stock- 
ings. The display was pretty and attracted 
a great deal of attention. A crowd was in 
front of the window for a long time and it 
must have captured trade. G. C. ALBoRN. 


REY DE 
A p1amonD ad should be flawless. 
me 


Tue wise and energetic publisher of the 
Bloomington, Wis., Record has recently ob- 
tained and forwarded the names of five paid- 
in-advance subscribers to Printers’ Ink for 
the year 1896. 
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SHOES FOR EVERY CLASS. 
Hiuspa.e, Mich., Dec. 28, 1895. 
Editor of Printers’ Inx: 
A shoe store in a small town recently dis- 





SHOES FOR ALL, 
For Politicians 
** Clergymen 
Soldiers 


Fruit-growers . 
Naturalists .... 
Milkmen....... 





Kangaroos. 
++eee+Pumps, 


attracted 
ye * 








played this window-card, which 
considerable attention. G. 


> 
OUT OF TOWN. 
New York, Dec. 29, 1895. 
Editor of Printers’ Ink: 
A sign painter in Hoboken closed his shop 





GONE TO BERRY 
HIS MUTHER-IN-LAW. 
BE BAK SHORTLY. 
Swe River, 





one day recently, and posted up this notiee. 
e W. M. C. 


NUGGETS AND FOSSILS. 


Tue Toronto (Ont.) Evening Star has not 
printed less than 8,500 copies any day for the 
past year. 

Tue New Orleans Daily Item shows an 
average daily circulation during the past year 
of 15,076. 

“Tue Two Daisies” is what the publisher 
of the Ennis (Tex.) Meteor calls his daily 
and weekly editions. 


““Wuen correctly rated, the Directory is a 
great help to publishers,’’ writes the Dan- 
dridge (Tenn.) News. 

THERE is a law in Minnesota that a news- 
paper, to be available for legal advertising, 
must print as many as 240 copies—so says the 
Morristown (Minn.) Press. 


Tue Jasper (Ind.) Courier is a weekly pa- 
per, but writes that each week 432 copies are 
sent out in eight-page form (four pages being 
co-operative) and 192 copies in four-page 
form to the many who want the paper for 
local happenings only. 


Tue bills for paper from co-operative 
unions which publishers frequently send to 
show what their circulation is are entirely 
unnecessary. The publisher’s own word is 
all the Directory requires—provided the pe- 
riod of a year past is included, and the pub- 
lisher signs his name. Without this state- 
ment from the publisher, the co-op. bill is of 
no use at all. 


K. O. Goutp, of Little Rock, Ark., who 
now edits the 7rbune of that city, writes: 
“I do not believe, outside the Sunday Trib- 
une, Methodist and Baftist, any paper in 
Little Rock has 1,000 bona fide circulation.” 
He thinks all papers are rated too high ex- 
cepting his own, and that is absurdly low. 
It appears that the smallest issue of the 
Tribune in 1895 exceeded a thousand copies. 
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A REMARKABLE THING ABOUT ADVERTISEMENTS FOR PRINTERS’ INK IS THAT IT IS 
VERY MUCH EASIER TO GET A RENEWAL THAN IT IS TO OBTAIN THE FIRST ORDER. 





PRINTERS’ INK. 


Trade Paper 
Ads. 


Advertising in trade papers 
ought to bring abundant and 
quick returns. It ought to 
produce results almost as di- 
rect as “bargain” ads of 
dry goods stores. 

It ought to, bat it doesn’t. 

Ican save money for any 
trade-paper advertiser in the 
United States. I can make 
his advertising more profit- 
able. In some cases I can 
make it very much more 
profitable. In others, only a 
little more. But in every 
case I honestly believe that 
I can make money for him. 

A great deal of money is 
wasted in trade papers. 
There’s no question about 
that. Business men are every 
day using money for alleged 
advertising that doesn’t pay. 

I have had flattering suc- 
cessin thisdirection. Ihave 
written hundreds of trade- 
paper ads that paid. For 
this kind of work I usually 
charge $5 for an ad occupy- 
ing a quarter-page space or 
less; six ads for $25. If illus- 
trated, the price will be 
double—$10 for one ad, $50 
for six. I reserve the right 
to reject any order at these 
prices. 

Hundreds of advertisers 
are making contracts with 
the trade papers now. If 
they will consult me first, 
they will be ahead a great 
deal of money at the end of 
1896. 


My New 
Book. 


In writing my new book, 
“Good Advertising,” I tried 
to make it perfectly plain 
and explicit.- I tried to make 
it practical. I tried to touch 
upon every subject that re- 
lates in any way to advertis- 
ing. I tried to tell what I 
know and what others know. 
I tried to make facts and 
experience completely over- 
shadow theory and opinion. 

I don’t believe there is any 
kind of advertising with 
which I have had no experi- 
ence. I don’t believe there is 
any business man in America 
or anywhere else who can 
read my book without profit. 

“Good Advertising’ will 
appear about Feb. 1; price $5. 

Any one who sends me $5 
now for my book may have 
both Printers Inx« for six 
months and Brains for three 
months free of charge. 

Any one who sends me an 
order now to send the book 
on publication may have 
either a  six-months’ sub- 
scription to PRINTERS’ INK 
or a three-months’ subscrip- 
tion to Brains—take your 
choice. 

The book itself will cost $5 
on Feb. 1. No premiums 
after that date. 

If any one wants his money 
back after buying my book, 
he can have it by returning 
the book within 10 days after 
its receipt. 


CHARLES AUSTIN BATES, 


Plans, Advice, Writing and Illustrating for Advertisers, 
1411, 1412 and 1413 Vanderbilt Bidg., New York. 


: 


TAHAAAAS 





32 
NOTES. 


An English doctor advertised for a en 
motto for his business cards. Somebody 
sent him “ Live and let live.” 


Mr. S. C. BeckwiTn, is sending advertisers 


PRINTERS’ INK. 


daily advertising for subscribers in a Chicago 
daily, though the rate—one dollar a year—is 
low enough to meet even the cut Chicago 
papers recently made. 
.I heard at the Press Club the other day 
that these same Chicago papers are not 
lizing their hopes because of thecut. The 





beautiful little celluloid envelop Sy 
reminding them that “tthe most for the 
money "’ can be secured of him. 

A FReEncH confectioner, proud of his En- 

lish, and wishing to let patrons know that 
their wants should be attended to at once, 
without any delay, put out the sign: ‘‘Short 
Weights Here.” 


~>-- 
FROM CHICAGO, 

The permanent effects of advertising have 
been proven to me by more than one circum- 
stance, but never more forcibly than in my 
own case. Some years ago I was a regular. 
though never an extensive, advertiser. sold 
an article that sells largely during the spring 
months, and hardly at all during the re- 
mainder of the year. My contracts were for 
only three months, beginning usually with 
February. 

I have not advertised at all since 1889, but 
there has never been a year since that I have 
not had more or less requests for circulars 
and price lists, and within the last week 
have hadtwo. That both of these came di- 
rect from my ancient advertising, and not 
from people who read the paper I am con- 
nected with, is proved by the fact that both 
of them came to my former address in Ohio, 
where I have not lived for more than four 


years. 

I had some queer experiences as an adver- 
tiser. For instance, I got an inquiry from 
British Columbia, from a man who had 
found my ad on a piece of paper which had 

m used to wrap up some goods that he 
bought in a store. Another from Zacatecas, 
Mexico, was from a man who saw my address 
on an old paper which had been thrown 
down in a hotel, and another came from 
Peru, though how my ad got to that country 
I cannot tell, as I never heard a second time 
from the inquirer. 

The cumulative effect of advertising is not 
well understood, I think, by the general 
public, nor by a great many _—— who‘have 
a good thing to advertise, but lose courage 
because they do not get great returns from 
the first. 

There is no doubt several brands of baking 

wder that are just as good as the “ abso- 
utely pure ’’ or the “ pure and sure ”’ kinds, 
but people do not demand them of grocers 
because they do not know of them, and the 

test value of either of these brands is 
the good-will that is the effect of advertising, 
persistently and everywhere. 

It is queer that people always want the 
newest of some things and the oldest of 
others. They want the newest sorts of 
machinery, and are always looking out for 
the machines that have the latest improve- 
ments, while they want the same kind of 
fone medicines that their fathers used. 

believe this solely due to the sort of educa- 
tion on these matters that they have received 
through advertising. 

The proprietor of a medicine boasts that it 
has been in use fora long time, and is there- 
fore the best, while the man who makes a 
machine claims fcr its special merit that it is 
the product of to-day. This is one of the 
anomalies of advertising. 

case of carrying advertising coals to 
Newcastle is that of a Des Moines (Iowa) 


people are benefited, however, and they are 
not complaining. 

The stores have not had time to recover 
from the Christmas rush, and their sign 
writers have not had many brilliant ideas for 
a few days. Usually it is worth while to 
walk down State street once a week just to 
read the signs. To-day one of the big stores 
has a sign out like this: ‘‘ Seasonable sug- 
gestions served inside.”’ Another one reads: 

We keep quality up and prices down.”” On 
a side street a basement shop offers some in- 
ducements for patronage in this style: 

‘“* Shave, 5 cents ; 
Hair cut, ro cents ; 
Pants pressed, 25 cents— 

ile you wait.” 

For the man pressed for time and of an 

ical disposition this is a rare oppor- 
tunity to get shaved or the hair cut while he 
waits. 

In the window of one of the big stores is 
this sign: ‘*Goods at rediculous prices.” 
na sign writer makes his sign ridiculous 
a 





so. 
One of the dailies carries an ad regularly 
telling of a hotel located in the “ fairest land 
the sun ever show upon,” but these little 
lapses will occur. MILLER Purvis. 


—— +o — 
AN ENGLISH DODGE. 


The latest method of advertising is ingen- 
ious, if nothing else. A little boy was dis- 
covered the other day crying as if his heart 
would break, in one of the central thorough- 
fares of Dublin. More than one rson 
stopped to comfort the poor mite, and after 
a time quite a crowd of sym athizers had 
gathered on the pavement. At last the fount- 
ain of tears was stopped, and the “‘ vulgar 
little boy’’ exclaimed: ‘I want to be taken to 
John Brown’s shop in Hugh Street, who 
sells good boots at 4s. 9d., 6s. and ros. the 
pair. I want to be takenthere.’’ He barely 
escaped with his life.—Pearson’s Weekly. 


eee aliee i 
AN ADVERTISING COSTUME. 


When the viceroy of India gave his fancy 
dress ball at Simla last month, he set many 
brains in motion over the devising of quaint 
costumes. A very odd one was furnished by 
Lieutenant Barnes, R.A. It was made of 
various colored sateens and printed in differ- 
ent colored inks by the Simla 7imes press, 
with advertisements exactly like those in a 
newspaper. The proceeds of the advertise- 
ments, which amounted to over 300 rupees, 
have been sent to the Lawrence Military 
Asylum at Sanawa.—Newspaperdom. 


It’s his own fault if the gunmaker doesn’t 
get a good report from his ads. 


Tue Readsboro, Vt., Enterprise has re- 
cently obtained and forwarded the names of 
five paid-in-advance subscribers to PRINTERS’ 
Ink for the year 1896. 

Tue enterprising publisher of the Mexico, 
Mo., Ledger, which has the largest circula- 
tion of any paper in the county, has recently 
obtained and forwarded the names of twenty- 
five paid-in-advance subscribers to PRINTERS’ 
Ink for the year 1896. 
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ADVERTISING BY SCHEMES. 
There have been successful schemes in 
vertising—schemes that did not involve 

tue use of circular, — dodger or news- 
p<per—but they have been so few as to merely 
emphasize the rule that there is no form of 
vertising that can excel a the ju- 
dicious use of printers’ ink. en I say news- 
popers have not been used, I mean that the 
vertising columns have not been used nor 
tle papers enriched by asingle cent. But, in 
a sinister sense, the papers have been “ used” 
t. a considerable extent. 
| happen to know, and I can give it away 
now, for an accident has rendered the scheme 
uscless, that on the very eve of the recent 
at diamond robbery in Madison Square, a 
itious diamond robbery, on a large scale, 
.s carefully planned and mapped out in the 
y of New York. It was to be the coup de 
ice of theatrical diamond robberies, and, 
ugh the idea was as mildewed as a damp 
ilar, this was to be the chef-d’auvre of 
h free advertising. But the real thing 
pped in and “‘ queered”’ the game. Mrs. 
rden’s burglar got more ill wishes and deep 
rses from a certain star and her manager 
in from those he really wronged, and what 
more, from what I know I can safely say 
at he saved New York editors from “* giving 
vy ’’ a great many columns of good adver- 
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tising. 

\propos of advertising schemes, ex-In- 
tor Byrnes told me a story of a certain 
|-known theatrical star once calling on 
1 with a very plausible yarn about a rob- 

ry of bonds and other securities from a 
e deposit vault. The alleged facts of the 
» were so glibly told that they almost de- 

ived the astute Thomas at first, but when 
noticed more desire on the part of the 

isitor to get the case fully reported in the 
)apers than to find the thief or stolen property, 
smelled arat. ‘* What would you advise 

to do?” asked his caller, after nearly a 

alf hour’s conversation. 
* Well,”’ replied the Inspector, after a 
brief pause, and looking his questioner full 
in the face, “ this is not a case for the police, 
but forthe reporters. My advice would be for 
you to go right back home and forget that you 
ever had any bonds stolen.’”’ The visitor 
took the hint and his leave, and no more was 
heard of the ** great bond robbery.” 

But these “‘ schemes”? do not always ema- 
nate from the theatrical fraternity. Men in 
other lines of business, when they see, or 
fancy they see, an opportunity to fool both 
press and public, do not scrupletotry. A 
pretty deft scheme was worked, a year or two 
), by a patent medicine man—a new begin- 
cr. He had never spent a dollar in news- 
)aper advertising, and possibly for that very 
son, when his * remedy ” was said to have 
veen the cause of an old man’s death, the 
al press ** Jounded”’’ him for several weeks. 
it he got back at the newspapers. The 
st eminent physicians in the surrounding 
intry testified, after analysis, that the 
emedy was not only harmless in itself, but 
»ositively beneficial in many diseases. Under 
threat of actions for libel, Mr. Medicine 
Man compelled the offending newspapers not 
only to retract what they cea said, but to 
publish, in full, all the physicians’ contra- 
dictions--which were very good testimonials 
~—and, later, the newspapers traced the source 
of their first information directly to the med- 
icine man himself, but the mischief was 
already done. Joun C. GRAHAM. 
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Tue oculist’s ad should be an eye-opener. 


INK. 


EXTRA FOR DISPLAY. 
By John Chester. 

I have never yet heard any publisher give 
a lucid, va ol common sense reason for 
charging an advertiser extra for display. I 
have asked many to state their reasons can- 
didly, and they have, almost to a man, found 
refuge in the excuse, ** Well, other publishers 
do it, why shouldn’t I?” One or two have 
said: ‘‘ Display type spoils the appearance of 
the paper, and the advertiser ought to pay 
for the damage!” That is about the silliest 
reason I ever heard advanced, and one pub- 
lisher only slightly modifies it by saying: 
“ Display is against our rules, and if an ad- 
vertiser breaks our rules by using cuts or 
large type, he must pay for the privilege. 
The extra price is a intended to be pro- 
hibitive.”” 

This is sophistry, pure and simple. It is 
tantamount to saying: ‘** No man must strike 
me, but if you like to hit me in the face you 
can do it for five dollars. This is intended 
to deter you from trying.”” You merely 
want to make as many five dollars as you 
can, and you think that is a “ prohibitive” 
way of putting it. 

Another publisher says, with the most 
reasonable of any argument: “‘ Display is 
worth extra money to the advertiser, there- 
fore he ought to pay for it’’ That is not the 
honest way to look at it. A displayed ad 
usually costs the publisher less than an ad 
set solid. Less time and labor are required 
in the composition—a displayed page can be 
set up quicker than a solid column. Now, i 
the publisher is going to regulate his charges 
according to the advertiser’s profits, why 
doesn’t he demand access to the latter’s 
books, so that he can see what was made by 
each particular ad? How does the publisher 
know that half a page displayed will be more 
profitable than half a page set solid? 1 know 
a case where a single page of seven columns 
cost the publisher four times as much for 
composition as a displayed page in the same 
issue, but the display ad cost the advertiser 
more than twice as much as the seven-column 
ad! Now, where does the logic or common 
sense come in? What costs him the most 
the publisher sells for the least money, what 
costs him little he demands an exorbitant 
sum for! May be he does it to even the thing 
up, but what about the overcharged adver- 
tiser? Knowing the circumstances, is he not 
well justified in making a protest? 

I believe in charging extra for preferred 
positions—there are good, solid reasons for 
doing so, just as there are reasons for ar- 
ranging the prices at a theater, but, as I said 
at the commencement, I have never yet heard 
an argument in favor of charging extra for 
display that was founded on common sense 
and equity. 


—— ee 
THEY SEND CIRCULARS. 


“Doctor, what is the most prevalent form 
of insanity ?”’ 

“Circular insanity, sir. Many business 
men are afflicted with it.” 

Tue Rochester, Mich. Zra has recently 
obtained and forwarded the names of eight 
paid-in-advance subscribers to PRINTERS” 
Ink for the year 1896, from among its local 
advertising patrons. 

Tue Port Chester, N. Y., Enterprise has 
recently obtained from among their leading 
advertisers and patrons and forwarded the 
names of twenty-five paid-in-advance sub- 
scribers to Printers’ In«k for the year 1896. 
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A NEWSPAPER LIBRARY. 


So far as we have seen, none of the dail 
le ed summaries of the report whicl 
Mr. fford, the Librarian of Congress, is 
to present to Congress concerning the organ- 
ization of the library in the new building at 
Washington, makes any mention of the 
establishment of a national newspaper li- 
brary. It is to be hoped that this Saeese 4 is 
included in the plan. The great collection 
of newspapers is one of the most beautiful 
features of the British Museum reading-room 
in London. There is no reason why Wash- 
ington should be behind the English metrop- 
olis. 

The collection in London had an almost 
accidental origin. It began in the days when 
newspapers were taxed, and the proprietors 
of newspapers were compelled to send a copy 
of each issue to the tax department in Lon- 
don in order that there ~~ t be some check 
on the local collectors. hen the newspa- 
pers had served this fiscal purpose, they 
were turned over to the storehouse of literary 
treasures at the British Museum. This went 
on for many years, until well on in the six- 
ties, when all taxes on newspapers were 
abolished. By that time the value of the 
unique collection had ome obvious, and 
in order that there might be no break in the 
collection of newspapers, the museum author- 
ities then asserted a right long dormant 
which was given them by the copyright laws, 
and to-day every newspaper proprietor who 
desires to be secure in his copyright sends a 
copy of every issue of his newspaper to be 
added to the mammoth collection which now 
exists at Bloomsbury. 

In this country the Federal Government 
does much more for newspaper proprietors 
than the English Government. Postage, for 
instance, on American newspapers is vastly 
less than in England, and in return for this 
helpful concession alone it would be worth 
the while of every newspaper proprietor to 
send a free copy to the national newspaper 
library. If this newspaper library is estab- 
lished, and we hope it will be, the authorities 
at Washington might take a hint from the 
dilemma in which the trustees of the British 
Museum now find themselves. Their col- 
lection of newspapers threatens to outgrow 
the space which at present it is possible to 
assign to it, and sooner or later they will be 
obliged to cease welcoming all comers in the 
way of newspapers, and to set up a system 
of selection. A system of selection ought to 
be adopted from the outset at Washington. 
The drawing up of a suitable plan will be a 
matter of some difficulty; but one could be 


PRINTERS’ INK. 


. RATHER AMBIGUOUS. 

A well-known clothier of Salt Lake City, 
Utah, is said to have this sign over some 
underwear: “This fine suit of underwear 


only $1.50. All wool (knit).” 
—_+or+ —___ 


Classified Advertisements. 


Advertisements under this head, two lines or more 
without di. Y, 25 cents a line. “Must be 
in one week i week in advance. 
WANTS NTS. 


OREMAN wants to change 
weekly. Al references. “ 


f 

Wz —Position as editor of rere city 

daily. Alreferences. “ W.,” Printers’ Ink. 

—- to trade for advertisi Address, 

ra rate card, HIBBARD BROS., 43 Van 

Buren 7 , Chicago, in. 
Wy ORKING —— came a $3: news- 
paper or in jo inting office. “ T.,” 1:34 

Marshall St., Phila., Pa. 


wre ISCONSIN AGRICULTURIST, Racine, Wis. 
Advertisements at 20 cents a line for 25,000 
circulation, guaranteed. 


I WANT to buy a 00d cou commy ada in New 


a ey within 25 miles of N. om, with 
29 50 fave $250 due bill on eee on 


en — 
» Printe: 


‘ull details, “‘ PAPERN,” care ‘Prints 
house. Wish to exchange it for adver- 
{ising space. Make offer. F. WELLS, 1715 Mich- 
igan Ave., Chicago. 
QOME p send me 
copies. I mex | these over, becoming u 
date on their ~L CURKAD 
Nassau St., New io" 
y 7 ANTED—A competent man to solicit adver- 
tisements. Annual publication. Good me- 
dium. eee. New York an m. E. 
B. READ & SON, Baltimore, Md. 
\ 7 re —By young pan oe pone experience in 
a — re lep’ts of news- 
paper wor! pea on wit 
boy Some’ capital to inv: 


hruprtodate d daily. ey 
poaeet. Cards Redeemed—Uncle Sam va at 


hiicati 7” 





1 sample 
-to- 
, 150 


— — but not used, po: 

Iwill. Send yee state q uantity. will ‘quote 
price, W.S. PARKER, 152 ER, 152 Monroe St., 

Vy ANTED—By a practical | weorbegginsce r and experi- 

enced newspaper man, ition as editor, 

r or foreman. man, with ne 


Chicago. 
manage: First-c: 
of references. Address “ MAR “MARTIN,” Printers 


[REE to Publishers—* Boo! Boom, Special and Sou- 
venir Editions ; how to get them up , how to 
illustrate — how to —— them pay.”” Covers 
the entire Add: s HARP! Sk ILLUs- 
TRATING SYN DIGATE. Columbus, Ohio. 


Wy AaeeD reveling men in Southern and 

Western territory to represent on the side 
a line of advertising that is easily handled and 
will bring good returns. Don’tanswer unless you 
onc a hustler — mean business. Ad x 





determined upon at a conference of newspa- 

r editors and of — of history, po- 
Fitical economy and science from the univer- 
sities.—N. Y. Observer. 
ee 

KEEPING UP THE STANDARD. 

If there is one thing against which all the 
business men of a town shouid be united, it 
should be the unreliable advertiser. These 
deceptive fake advertisers destroy public 
confidence and detract from the force of the 
matter sent out by the legitimate advertiser. 
in more than one instance an entire town is 
stigmatized by the operations of one dishon- 
orable concern advertising under various 
aliases. There is nothing Cae to keep up 
the trade of a place than keeping up the 
standard.— The Counting Room. 

+o 


A miLuinery ad should not have any use- 
less trimmings. 


7 ANTED—An artist, fertile in ideas, able to 


V 


wit ape of 
PRINTE P INK, 10 Spruce St., New York. 


AWAIT’S 100,000 people take medicine. Have 

‘ou some you would like to sellthem! Let 

us te! “a what we know about a new 

mts. Hinds’ Cream, Hires’ Root romo 

Itzer ; } and many other preparations, 

successfully introduced by us. fend for book: 

let. HOBRON DRUG a holesale and Retail 
Honolulu, H. 


A GOOD outside advertising s¢ station, with ex- 
FE ice amo and manu- 
rers, wanted to Foin a prnetica rinter and 
pa in publishing a trade pa ‘or count 
merchants. A worker, not Conta), is what is 
wanted. Make a proposition as to shares on ads 
and subs. without financial Beg or an 


pa for total advertising s 9x12. Ad- 
“ PRINTER,” 357 Groves 8t., Milwaukee, W Wis. 





PRINTERS’ INK. 


GINGE SE col. half- com, $. lane portraits, 
fm nd for catalogue 
to > BU HER En GKAVING VING 00. Columbus, O. 


Now Right now is the time to collect your 
i delinquent subscription accounts. We ad- 
vance money on m. Don’t be led astray by 
irresponsible concerns. All kinds of references 
and testimo. blishers wee 


bldg., Pittsbu; Ik. 
pos Il., and Builders’ Exchange Bldg., St. t. Paul. 


—_____+oe+ ——— 
PRESS CLIPPINGS. 
ws‘ )UTHERN CLIPPING BUREAU, sa, Ga. 
Press clippings for trade jo and adv’rs. 
BOOKS. 
I a SIGNALS, a mant manual ot practical bt bate 


ral advertisers. Price 
cents, “atid ss PRINTERS’ INK, 10 }) i ya 


PAPER. 


M. PLUMMER & CO. furnish the paper for 

this zine. e invite correspond- 
ence with reliable Douees rewarding paper of all 
kinds. 45 Beekman St., New York. 





BILLPOSTING AND DISTRIBUTING. 
B » US. AD. CO., 517 10th St., Wash., D. C. 


ram PATTERSON, Boise Ci 
4\ vertising matter faithfully 
town and country. 


, Idaho. Ad- 
buted in 





ELECTROTYPES. 


HA ving plates. Do you use them! 
C its ~. oanite the RinD MFG tO. Cleveland, 
0., for information which will save you money. 


W E make the best est interchangeable plate end 
base on the market. Also the Pntest a: 
metal back electro. THE E. B. SHELDON COL he 

New Haven, Conn, 


——__+o+ 
AMATEUR SPORT. 


, | ‘HE GOLFER is on: illustrated monthly devot- 
ed to the game of golf. This magazine has 
the highest class circulation in America. Wein- 
vite comparison with any publication wherever 
published. We refer, without permission, to our 
advertisers and will abide by the decision ‘of any 
of them, in regard to whether advertising in THE 
GOLFER is a paying ren dress all com- 
ag og to THE GOLFER, 234-236 Congress 
3oston. 


PRINTER TERS. 


1 000 NO. 6 _bill- ill-heads, extra quali for 
XN , 91.45. WILCOX, the Printer, M ford, 
S 1 ~ BUYS 1,000 No. 6 bill-heads, printed to 
1-2.) order. '5,000 lots, $1.10. COOK, artist 
printer, Madison, Me. 


Tes Lom PRESS (Artistic Printers), 140 W. 
w York City. (See advertisement 
under pvertnanent Constructors.) 


( ‘UTS—We tell you how to make them for $1. 

No camera, no tools, no ee uired. 
Send for descriptive circulars. C.D. LOVE, Co- 
shocton, Ohio. 


)RINTED stationery ern y eo and 
exceptionally good. win- ket note- 
head $1 for 1,000, or ey for 10, 000. A fine envelo; ope 
#1.65 for 1,000, or id for 10,000. Statements, b 
heads, ete., accordingly. Write for samples now. 
ELECTRIC PRESS. adison, Wis. 


— who want’ to a particularly nice 


out and receive 


etc. ich will with a printed speci- 
men page. The plan will be so —_ le that even 
a two-thirder can finish the Write for 
parcieuae to THE LOTUS PRES 88, 140 W. 23d St., 
a w hs City. Correspondence will be confi- 
enti 
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eee NOVELTIES. 


Fo t Aa prtiing Ne ‘of, inrieing, npomnoemense fit 
oO! vel jovel e ne: 
reader as well as adve Hh lines will be in- 
serted under this head once 1 once for one A. Lg 


‘NALENDAR Blosters. | Adn Admirable caverns 
/ media for all pase of Gasiaee; Cuseeetousny 


fine for job for 
HARPER ER ALL SYNDICATE, Colum Ohio. 


be * PREMepess to ) customers of retail 
nothing equals our Standard Novels, 

b famous authors, printed with 
d for sam- 


cial advertising on Bees 
ple and prices. OPTIMUS 31 Rose 8t., N.Y. 


AZZAKOTH—The wonderful number and cir- 

cle of time. Beautiful picture 25x32 inches ; 

14 colors illustrating the sy of neem | and the 
of Life. By mail 50 ce 00 re for 

ion. J. M. Sieas: Louisville, Ky. 
x 645. 


our own 


——— 
ADVERTISING MEDIA. 


HY fail to cover the sea-coast towns 
Maine? Use Rockland DAILY star 


ETROIT COURIER, the farm 
and home pape.. Holds t the’ co. 


dence of its readers. 


AB rson advertising in PRINTERS’ INK 
/\ to the amount - $10 is entitled to receive 
the paper for one year. 


]*3 N om —— chars are —e4 eight semi-month- 
ich have gGreuwion as the 
Waneunas tl Racin 


B wy ADVERTISING se nearly 
ev billposter, distributor, age writer, 
poster ps nter and fair in the U. 8S. and Canada 
m’thly. Sub’n $l per yr. 25c. line. ~ Cin ~t i,O. 
1 POSSIBLE customer to 5readers of Scribner’s 
—that’s 5 probable customers to every 

ted Lists ’’- that’s better. At 
“CO-OPS,” Rochester, 


of 





‘ Brnagh dona on “ Selec 
ess cost, too. Ad 


END a co} AF poee oat catalogue to us and 


t king plan” 
to geta “ reg iz plan 
rinters to Ls 


ine the 
S PRESS 23d 


New York City. Further explanation under 
Advertisement Constructors. 


BRne, a weekly journal for advertisers. It 


contains photographic reproductions of the 


best retail advertisements to be found in the va- 


pograpnt ical dis; lear ‘of ativertianmente. The bese t- 
ournal in the Sond devoted exclusively to re- 
tail advertisers and to ra men who write and 
set their ads. Printers 


many good sugges- 
tions for Bonny from iC ‘subscription, — &4 
ayear. Sample copy of BRA 


4 8 free. Adve 
ing rates on application. BRAINS PUBLISHING 
CO., Box 572, New York. 


}OOD HOUSEKEEPING, 

___ Springfield, Mass., 
desires good and appropriate “ads,” because 
it gives first-class service and the fact that it ap- 
peals to the very best class of American house- 
keepers, who are really the buying class. 

It is an axiom that ‘‘ woman’s taste and good 
judgment unlocks the pocket-book for all home 
needs.” She guides the family expenses and pur- 
chases nearly all the good things for comfort and 
adornment. Hence Teach her through Goop 
HOUSEKEEPING. ain 

Published monthly by Clark W. Bryan Co. 
Address cummmunientions eheut advertising to 
H. P. HUBBARD, 38 Times Bldg., N. Y. 
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SUPPLIES. 
AN BIBBER’S 
Printers’ Rollers. 


INC for eng: BRUCE & COOK, 190 Water 
St., New Y 


GTANDARD , Foundry rad Chicage: 
S Ope, original borders. 200 Clark St. 
Stee oS notype an a Hepmergins a 


my ce per ann plates for etch: 
& CO., Ine.’ ar “rch 8t., Philade’ 


4 pas PAPER is Deinten printed with i ufac 
y the W. D. WILSON PRINTING INK 
CO., L’t’d, 10 Spruce St. ., New York. Special prices 
to cash buyers. 
A qooe cut helps ane 2 We are makers of 
t e ng OS ngra rocesses—ant 
noes mt. CHICAGO 
cago. 


ow are sort 
PHOTO ES ENG. CO. 7 79 Sth = Chi 


ILLUSTRATORS AND ILLUSTRATIONS, 


SENIOR & CO., Wood Engravers, 10 Spruce 
H. St., New Woks Service good and prompt. 


E a ee illustrations and initials, 5c. 
logue, 10c. AMERICAN iLL 1s 
TRATING CO., Newark, N. J. 


MAsss your own advertising, illustrating, em- 
lates. Engraved in one minute. 
No etchin culars for stamp. HENR 
KAHRS, 240 East 33d St. New York. 
A CHRISTMAS number of | any special edition 
calls for cuts. We o save a money, Mr. 
Publisher, and there is no better work than ours. 
CHICAGO PHOTO ENG. CO. 795th Ave., Chicago. 
\ AKE had own cuts. We havea process by 
4 which you can make your own cuts in a few 
minutes’ time at less than 5c. per cut. You can 
make any kind of a zine cut, whether an artist or 
not. Hundreds of publishers, printers and ad- 
vertisers now using it with great success. We 
have permission to refer to the editor of PRINT- 
ERS’ INK. Send stamp for samples and particu- 
lars. ZINC PROC Cu., Goshen, Ind. 





AD VERTISEMENT ( T CONSTRUCTORS. 
A PT ads. CURRAN. 


joe on CUTLER, Writer of Advertising, New- 
e on, M 
A section truthful, incisive. comeing. w 
ALN. WESTON, 910 i St., N. W., Wash., D.C. 
I WANT to do more ad writing for general ad- 
vertisers and less for — OCTAVUS 
COHEN, P. O. Box 88, New Yor! 
66 Y BOOK, BY ME,” an tats CHANDLER 
advertisers. It’s free. cp CH 
STEWART, wuld Elm Ave., Philadel; 
Ts only writer < be eee i and 
os advertisi: dvice or sam -~ free. 
ULYSSES G. MANNID (el South Bend, In 
DVERTISEMENTS attrac attractively display edand 
ri electrot, furnished. YSTON, 
Printers’ [ Ink Prose, 1 10 Spruce St., New York. 
APS for manufacturers of food and beverage 
on understandingly written, are my 
forte: L. NEUMANN, San Bernardino, Cal. 
HE rest of Mot ideas le — haven’t purchased 
our book et i tract buyers, can 
have it for 25c. cvin. Original. ‘aon . BUS. 
aD. CO., 517 10th St., Wash., D. C 
00Q-AXx combination store or general 
85, advertiser who can afford to pay 
$5,000 per annum for a first-class ad writer, 
dress CRISPIN,” care Printers’ Ink. 
] o~—— advertising matter is my sole oc- 
cupati on. a aa see me any day—from 
10 to 12 a ae 


New York. 


66 A LL kinds pl ods” for one cent invested in 

rd and one minute spent in ad- 
dressing is card | to“ W. H. MUNROE. Attractive 
Tiustrated Advertising, Pontiac Building, Chi- 
cago,” omg putting your name and address on re- 
verse 


PRINTERS’ INK. 


Ge .”’ says one of my clients. He 

. stamp an and particulars for five 

of — oe raid $2 on acceptance. Why nottry 

five! Me Seo ne HAMBURGER, 811 Fairmount Ave., 
'p! 


AM doing work for gener ae ——- that 

com- 

17 wy a Sod artist— 

ough to o work for the columns 

of the "sunday apers—is at my elbow here. R. 
L. CURRAN, bt, Nassau St., New York. 


TH advertisements that I put in type will 
stand out over the heads of others in any 
com) I know just enough more about the 
printing business than the ‘other fellow does to 
make it to your advantage to come tome. No 
matter who w: Fite your vertisements, booklets 
or circulars, i 1 Ray. ‘ou to have me do the 
oy Pree, we 40 NSTON, Manager Printers’ 
Tak 10 Spruce St., New York. 


] F your tom is worth. advertising, your suc- 
cess bay og Fe upon the quality of your ads 
and where they laced. i have the ability to 
write them am "ine willinences to place L. .. 
Where they will do you the most q 

high, but neither exorbitant or eaccnsenniie. 
Booklets written and printed in best style. My 
printed —— 10c., or personal advice $2 in a 
vance. dress H. L. GOODWIN, Phillips, Me. 


WANT to hear from advertisers—retail or 
wholesale—who are willing to contract for 
their advertising for six months or more at very 
reasonable rates, contracts to e effect Janu- 
ary ist. Medical, ye commercial ads 
or otherwise, except . I write only what 
I believe in. Lavintines using booklets should 
write me anyway ; I havea ial good offer for 
such. If in terested, address CHARLES J. ZINGG, 
Farmington, Me. 


] N cities like Chicago, St. Louis, Cincinnati, De- 
troit, Pittsburg, Philadelphia, Boston and 
Cleveland there — to be a very large sale for 
may ie page “Good Advertising,” 
lieve a bright young man in each of these 
cities can make a very comfortable income sell- 
ing it. I would be os to hear from those who 
are willing to give i od, honest trial in these 
and other cities. oH RLES AUSTIN BATES, 
Vanderbilt Bidg., ° 


I WANT aman in each large city to take orders 
for m Ahr ama book—* Good Advertising.” 
I believe that srery advertiser oo buy the book 
if it is properly presented to him. “There w 
probably not be enough in this work to justify a 
man in devoting his whole time to it unless he 
were to unde’ e to cover several towns. Ad- 
vertising solicitors who are daily calling on ad- 
vertisers could, by handling my book, Pega a 
gratifying increase 3 their incom - 
Dates, 


es. 
ticulars address ARLES AUSTIN 
W 7E have a way by which your printer will 


pleases. 
pletely electroty, 


Vanderbilt Bidg., NY 
ae you better printing than you ever 
fore. readers of PRINTERS’ INK have 
ecome heard of our ability and read de- 
scriptions of our work. They know that we are 
artists as well as printers. Some have thought 
that our prices were high. while others were de- 
terred from using our work on account of dis- 
tance, express charges. and the delays incident 
to frequent correspondence. We will plan your 
printing so that your printer can follow the in- 
structions dy as if it were amap. If you are 
getting u catalogue or pamphlet, we will 
eee a the kind of type to use for the different 
e work; we will indicate the proper 
a a v4 put our taste and = brains into 
necessary, print a specimen page, so 
that the rest of the work will be merely mechan- 
ical; it will * ae simple that any printer can 
complete it. od have a printer who does 
cheap work wat be ks taste this will be a great 
saving to you. It willdo away with all the ex- 

pense | of “‘author’s corrections” and “time 

work.” Every a user of printing knows 
what that means. e render this same “ brain 
service” to publishers. Printers who are de- 
sirous of doing better work may send their 
troubles to us. Advertising managers can 
make their productions more effective by this 
plan. We can refer to a number of people who 
are familiar with our work. Send your copy to 
us and let us tell you what we can do with it and 
what the cost will be. The price will depend 
upon the nature of the work and the amount of 
detail involved. THE | re PRESS, 140 West 

23d St.. New York City 





PRINTERS’ INK. 


ghar — WRITING. 
with 5: ight, confidential “ed. 


hand mee b pays. tics to suit. Booklet 
pointe 20 editors = publishers only. 
MMOND, Newport, R. 


ets =~ scat 
ADDRESSES AND | he acon 


1,000 es gu Bona. fide cltsens “E41 E. BENT. 
orin, 


t ETERS — — or rent. 
i. lines of fresh | 
prices. 


Booey 


ind “ 


Cash 
Write 


id for all 
or lists and 


letters. 
H. C. RUPE, South Bend, Ind. 
—__ +o+—____ 


ADVERTI G@ AGENCIES. 


NY ¥ sesponsiite advertising agency will guar- 
\ he circulation of | the WISCONSIN 
AGRicULTURESE, Racine Wis., to be 25, 
; F you wish to advertise anythi: :angwpere 
ls any time, write to the thing. 
ADVER ISING CO., 10 Spruce St., New York. 
———_+o>—_—__—_—_. 


FOR SALE. 


-LINE advertisement, $1. WISCONSIN AGRI- 
D CULTURIST, Racine, Wis. 


’ | BUYS 4 lines. 50,000 “—~ proven. 

S|) woman's work, Athens 

ae SALE—Half interest in good business to 
job printer for $1,000. F 000. Box 517, Tampa, Fla. 

]°OR SALE—A Ly wspaper and job = ina 
hustling rc wh $3,000 Box 

709, Asheville, N. C. 

I: he SALE Comp bell pbell Oscillating Job and w 

No. Will se 
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NEWSPAPER SUBSCRIPTION ACCOUNTS. 
=< >. = 4. Co., Platte City, Mo. 
Ree el eee les ete NT 
MISCELLANEOUS. 


ISCONSIN AGRICULTURIST, Racine, Wis 
ioconsin, "Extablished 1877, SPF P 


Ww 
in W: 
Pe do, or ever intend to use cuts, you should 

ow of our work and our prices. Write for 


samples. CHICAGO PHOTO ENG. CO., 79 5th 
Ave., Chicago. 


ARRANGED BY STATES. 


Advertisements under this hea is head, two lines or more 
without di. y, 25 cents a line. cents a tine: ct 


black- is 50 cents a line. 
So hetdel bs tuo aeie de oben nce. 


ARKANSAS. 
ADVERTISERS 


Can get good results from business placed in 


The Sunday Gazette, 


PUBLISHED AT LITTLE ROCK. 
Its circulation fa 7200. and it is the only Sunday 
State paper published in Arkansas. 
SEND FOR RATES. 














doom A. ROGERS, Cadiz, ( Cadis, Ohio. 


*OR End supply netoes or ,gotab'd yea care 
3. estab’ in 
vane Address “'E.,” 6 in eed 
(OR SALE—A complete file file ot F tet InK— 
condition. Offers less than one hun- 
dred dollars notentertained. Address “F. L. 8.,” 
108 7th Ave., New York City. 


— a for sale. An established and 

ie he siness in a Southern city is offered 

for sale, he plant is new and complete. Terms 
cash. dress “ J. & B.,” care Printers’ Ink. 


a 3 00 BUYS EXPRess, Lititz, Pa. can 
re at 4 per cent in 

€ main at 4 t interest. Good 

list ads and job. Owner crowded with other 

b a Bf Write or call if you mean b 


s 1 50 for best single column half-tone por- 
Rig trait. Other work as cheap in pro- 

portion. Designs furnished for advertisement 

Muscration HICAGO PHOTO ENG. CO., 79 

Ave., Chicago. 

“OR SALE—The MoHAWK VALLEY REGIST 
tablished in 1828, located at Fort Plain 

> Central N. 

. BECKWITH, 


es- 
N.Y. 


Fort Plain, 


COR S. ALF—Halt interest in es o and 
vania. Sickness 


I = OR mete Rey eee on account 
of purchasing a large’ We have our 
id plant, fitted ich entire fe) in a run- 

ning order, whi we will sell for cash or on 

terms. Has been in its present place five years. 

An elegant 0 St 4 for the right ty. Ad- 

dress D. C. BITTER. 67 , 67 Washington St., Chicago. 


6 30 LBS. of co opper-faced minion in excel- 
’ lent com ition. This type is from 
F atmer" 's found: 

se na ub! feation 

a year. vO is Bncagge 





CALIFORNIA. 


Cyaan CALIFORNIA’S matchless paper, 
Los Angeles Times. Circ’n over 16,000 ne: 


F , Cal 
THE WAVE, 7. eadinge Pacitie Co Coast - 
ciet t porary and ait weekly. E. KATZ, 
is we eazent. 19,000 Pisrantecd 


"1 °HE great California frui 











{4 HE SXAMIZER. hasa — daily circulation 
than all the other Fy papers in San 
Francisco tt, ~-AIS 


of any Ine has. th of Ch Chicago, while, while the weekay 


gvemation, 7g ac- 
rded to an 7 peer wast of the —From 
Preitere’ Ink, tssue of July 3, — 


ILLINOIS. 


| ha Se , population over 35,000 in township, 

homes. DaimLy NEws sworn circulat Ay Of 
subscribers 5,148. Canany paperin 1 een beat 
— honestly! Write for 


bs ~ nq PRINTER is unauestionably the 
din; journal of = world in the 

ssued prom ly on the first 

of every month. Replete with valuable technical 
information, articles of ae ange | and ele- 
nese veneers ae wed $2 pe ; $1_for six 

onths - 20 cen’ opy— none y tree. 

PRINTEK COMP. Y. 14 Monroe St., Chicago. 


IOWA. 


DVERTISERS by notice that the W: 
TELEGRAPH is credited by the oe 

Newspaper Directory for 1895 with a hi 

= Un any other weekly 























Aces, quate. few 
these printed aa figures. oe mailed 
The type is not on the “point” ayebern but can 
always be so! up at Farmer’s. For use on a 
directory q+. eee a 
job where numerous pages are ke; 
correction, this cannot be matched, as it — 
offered as it stands in Seneuee at ten cents 
lb. Address J.G. FLOYD (late publisher of 
Banker’s Magazine), 83 John St., New York. 





W EEKLY —_— Carroll, twelve-page 
paper, all home it, largest circulation 

of an: apenhy in county. Guaranteed Row- 

ell. M4 DAILY SENTINEL is the culy daily in one 

of Iowa’s best phy perhaps not 

op iow os as rs with half the « circulation 

) ~ Ree on circulation, and pay adver- 

rs. 





38 


D°BUQUE HERALD, founded 1836. Family 
irculation; up to date ; circulation steadily 
Isit on. your list! 


KENTUCKY. 

| OS SUNDAY TRUTH, 12,000 copies 

each issue. Tho: ~ a ly covers the homes 
of the city poor suburbs. Now in its twelfth ery 
Send for rates | con & of TRUTH to H. 54 
Row, New York, Special News- 
paper Sonamenitiee. 
THE FARMERS’ ee LOUISVILLE, 


goto the better class of farmers and stockmen 
in Kansans, and Tennessee every week. It is 
rusted b: a = > as their business paper. 
was ye Its readers usuall 
have money to buy w wees | they see advertised 
they want it. Sample copy free. 


K gi A ane Tennessee farmers are har- 

A vi biggest and finest t crops known 

- thio tet te wr Easing They will have more 
lus money ik falland winner than they have 
for years. Adve’ rs can reach these 








Let us 
people. adres et 90. HOME JOURNAL 


MICHIGAN. 


THE SOO DEMOCRAT, Sault Ste. Marie, Mich. 
It should be on your list. 
peTROIT COURIER, the household and socie' 
paper for village an and farm homes for 
miles around Detroit. 


\ fa ae ae (Mich.) PATRIOT, morning, Sunday 
e ice a week; so EVENING PRESS. The 
lenders ig their respective fields. Exclusive 

5 ~y Press franchise. Only morning news- 
— in this section. All modern improve- 
— The leading advertisers in the country 

repress resented in_ their 4 Informa- 
tion © H. D. LA COSTE, 38 Park Ro 


MISSISSIPPI. 


Tl "tes WATCHMAN has a 
hout the ‘Southern S 
edium. Send tor s a ple 
copy and ,  taten. JAS. M. WALKER, 
Publisher, Williamsburg, Miss. 


MISSOURI. 
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PRINTERS’ INK. 


ued monthly. A million pA 5 a year. 
INS, a a weeny. ca for advertisers. It 


i coal ‘ins ph 
best retail ad 


( — OF FASHION, New York Ci 





roductions of the 





rs get 
phe for finpiey ti from | it. Gubeetiton pny s4 
@ year. ee copy of Brains free. Advertis- 
.—— ‘lg BRAINS PUBLISHING 
a o72, ew York. 


ELTMIRA 
TELEGRAT1. 


ELMIRA, N. Y. 


Known Circulation Over One Hundred 
Thousand Copies Weekly. 


A. FRANK RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bldg., New York City. 
NORTH CAROLINA. 


—- STORY PAPER AND BUSY AGENT 
irculates in every State. 10 centsa line. 


OHIO. 


T*. PRESS, Cope, only Democratic daily 
in Central Ohi 




















PENNSYLVANIA. 


HE gE CR, DAILY in Pennsylvania is 
the Tres. 30,000 desirable readers 
in the ca Nh of the Keystone State. WAL- 
LACE & SPROUL, Chester, 
fee PATRIOT, Harrisburg, Penna. Forty- 
ies i eer "Politics, independently Demo- 
cratic. 


Vetus, ag r at State capital; 8,000 
daily, 5,000 weekly. ites low. Population 54, 000. 


T= SCRANTON TRUTH, an independent aft- 
ernoon newspaper. Circulation over 13,000 











daily. Largest circulation in Penn- 
sylvania outside Philadelphia and Pittsburg; 
daily circulation on the Lackawanna aoe 
between ew York City and io nag BARRE 
& JORDAN, Proprietors, Scranton q 





25,000, 


Ix 48548 CITY WORLD, daily di 
\ ¥ 30,000. 





TENNESSEE. 





T° in = 50,000 lead and zinc ger of 
Southwest Missouri, use the the 
Webb City Daily and Weekly SENTINEL ame 
tothe Togs). A live, progressive and up-to-date 


newspaper. 
MONTANA. 


whee? Phere gd ENTERPRISE : eight pages; 
all Cir 1,000. 








CBATIANOOGA, Tenn. has 50,000 people. The 

EVENING NEWS has 35,000 ers. It is an 

r, full ‘aesociatea Press day 

report, Mergenthaler machines, perfecting press. 
Serves all nearby rail towns every day. 

Greatest local circu'ation. Best and largest list 
a advertising any paper in the South. 





home print. 

He... INDEPENDENT — 6,240 Daily, 6,240 

kly. ry. Lendes newspaper in 

ives it five times 
elena daily. 





Montana. Howell's Directo 
the cir of any other 


NEW HAMPSHIRE. 


Established 1877. 


The GRANITE MONTHLY 


Beautifully Tlust: 
A New Hampshire Magazine. 
FRANK E. MORRISON, Special Agent, 
TEMPLE CouRT, NEW York. 











~ 


Wri 
VIRGINIA. 


YNCHBURG NEWS ; caly morning pa 

he lation ; established 1866 ; idnily, 2 00; 
po ge he A "ges ly, 3,000, (Let ussubmit prices 
an rs for examina’ r 
west nr a Richmond. H. D. LACOSTE, 38 MPark 
Row, New York, ager Foreign Advertising. 


4 he STATE, Richmond, the leadi 
paper in a community of 125, 
publishes full A d Press d 
a live, up- ly newspaper. 
li to-date famil pe’ 
agement, typesetting machines, new press and 
many improvements. Greater local circulation 
than — other Richmond daily. ices for space 
of H. D. LACOSTE, 38 Park Row, New York. 











evening 








NEW YORK. 
4 he pay a! DAILY TIMES. aay daily = On- 
Circulates in 30 towns. Sub- 


scription My to farmers i 
scription pr medium in its = 





.00 a year. 
rritory. 


WISCONSIN. 


W ISCONSIN DT gpd at Racine, Wis. 

Only English icultu: paper printed 
in the State. Rates only 20 conte a line. Circu- 
lation over 25,000. 
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VERMONT. 
‘ “ae Wee ly ‘circulation in oy 


WASHINGTON. 


GEATILE TIMES. 

K 

~ EATTLE TIMES is the best. 
& 


Daily 














7 | ba = is the home paper of Seattle’s 60,00 





GEArnLes afternoon ye TIMEs, 
e largest c’ — of any ah... saner 
no rth nee San Francisco. 


CANADA. 


‘RE CARLETON SENTINEL has the mages 
cire’n in Carleton County, New Brunswic! 








Ts largest circulation in New Lo. yd is 
enjoyed by the PROGRESS, 
— St. John.—From Printers’ 2 Ink, 


a weekly issu 
issue of May 8, 





ne s city dailies claim to do it all. They do 
a handful a business men and politi- 
€ a in A ee, _ — vertisers regen 
the ple by 0! e ocal papers. e 
B DLN RD (d and w) is clean. bright and 
pope ane Nother more —_ 2 its ter- 
ritor other new: es on 

J lication. Wevu Y. Mer. Berlin, om 


HAWAIIAN ISLANDS. 


Qt AR— a | and weekly. The live, popular 
per the country. Covers the gro’ group 
completely. Send for samples. Honolulu, H. 


CLASS PUBLICATIONS. 


Advertisements tnserted un under this heading, in 
the appropriate class, cost 25 cents a line, for each 
insertion. One line, without display or black- 
faced type, in 52 weeks, for ore, ¢ ° 
months Sor $6.50, 3 months for $3.25, or 4 we 
J Display or cena ge type ci charged at 
cents a ti line eaci ce og Ray > or pg! @ year, oe 
non ‘or each line 0; Poort occupie 

or the publisher wh 


the whole advertisement. 
does not find the heading ake Fy one ‘vill b be 


vade to specially fit his case. 


ADVERT: ISING. 


BRAINS, a weekly “journal for advertisers. [{t 
contains photographic reproductions of the 
best re advertisements to found in the 
various fo — of the -8} 
ing world, together with many oe excel- 
lent suggestions for Soe ge ae matter 
and best_ty lay - 4 vertise- 
ments. The only eee = he world devoted 
exclusively to retail advertisers and to the men 

who write and set their ads. Printersget many 
good suggestions for pa Pena from it. Sub- 
scription yates aa x’ ear. Sample copy of 
BRaLss free. rtising rates on apy a plication. 
BRAINS PU BLISHING Box 672, § ew York. 


AGRICULTURE. 


BREEDER AND Afi angevlle, Oo. 
PACIFIC RURAL PR. we. Cal. 
WISCONSIN MORICULTURIST, "Racine, W is. 
BOOTS AND SI AND SHOES. 
“BOOTS AND SHOES ” WEEKLY, N. Y. City. 
CARRIAGES AND WAGONS. 
Tee UCB, 247 Broadway, New York. 
The leading monthly, containing all that 
pertains to the art, of —— 
and circulated all over the world. 

THE HUB NEWS, 247 
The only weekly paper published in ke 
interests of vehicle mfrs. and dealers. 

COAL. 
COAL TRADE JOURNAL, New York City. 
FASHIONS. 
QUEEN OF FASHION, N. Y. City. 
Issued monthly. A million po ay 
THE WAVE, San Francisco, Cal. 13,000 weekly. 














Broadway, N. 
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DANCING. 
THE BALL ROOM, Kansas City. Semi-monthly. 
GERMAN. 
KANSAS CITY(Mo.) PRESSE, daily 4,500,w’ly 5,500, 
GROCERIES. 
enqumey WORLD, Philadel Philade’ Iphia, Pa. The larg- 
id circulation ; the — ‘complete mar- 
ket reposts) — of corre- 
spondents any grocery _ ublished 
in the Xe y Send for free sample copy. 
HARDWARE AND HOUSE FURNISHING. 


HARDWARE DEALERS’ MAGAZINE. 
La circulation in its field. 
. Mallett, Pub., 271 Broadway, N. Y. 


HISTORICAL. 
IE AMERICAN HISTORICAL Zagatee. a 


Monthly Gazette_o: tic Heredit 
Societies of the United | States of America. Se 


‘or adve! and specimen copies. 120 
St Philadelphia, Ea. 


8. Sixth St., 
HOUSEHOLD. 


WOMAN’S FARM JOURNAL, St. Louis, Nomis. 
DETROIT COURIER. “ We bel ong to to the 
ily.” The por for the homes the A. 
and on the 





LARGEST CIRCULATIONS. 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly. 
* LITERATURE. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
LUMBER. 
SO. LUMBERMAN, Nashville, Yenn. Covers South. 
MACHINERY. 


= Re: + VALVE, a journal for steam 
rs. Office, Times Building, New York. 


pace } AND SURGERY. 


WESTERN MEDICAL AND SURGICAL 
REPORTER, 8t. Joseph, Mo. 


MINING AND SCIENTIFIC PRESS,San Francisco 
PAINTING. 


PAINTING & DECORATING, 247 Broad- 
way, e finest and most complete 
paper published for the trade—one issue 
worth more than t price « of a year’s sub’n. 

PARKS AND CEMETERIES. 
PARK AND CEMETERY, Chicago. Monthly. 
PRINT. ING INDU: INDUSTRIES. 
Pp Philadelphia, Pa. 

ORE ANS. D RESS. PM e in the world of 

its class—indorsed by and yvand circulati ng exclu- 

sively to employing and pure ng printers, 
lithographers, “book binders, blank book 


makers, manufactu: stationers, engravers, 
etc., etc. Sample copies ¢ and rates on application. 


RELIGION. 


THE ADVANCE, Congregational weekly, 
cago, Ill, Average issue in 1894 was 22,77 


SOCIETY. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
SPANISH. 


REVISTA POPULAR, established 1888. a ed 
Spanish circulation "inthe world. Translations 
in all languages : 46 Vesey St., N. Y. City. 


SUNDAY PAPERS. 


ELMIRA, N. Y., TELEGRAM: Circulation over 
100,000 copies weekly. 


TEXTILE. 
TEXTILE WORLD, Boston. Largest rating. 
WOMEN. 


QUEEN OF FASHION, New York City. 
Issued monthly. A million copies a year. 


YOUNG MEN. 
STATE ASS’N NOTES, Chicago. 10,000 quarterly, 


p 








AN OBJECT LESSON IEC 
Tue TRUTH ABOUT THE SAN FRANCISCO EXAMINER'S METIS ( 














Mite 





FoR THE PAPEAN 


wey. 





SAN FRANCISCO ‘‘ EXAMINER,” EXPLAIN| SAN FRANCISCO ‘‘EXAMINER’’ SWORN 
THIS. 


CIRCULATION. 
The “ Examiner” persists in its absurd offer to oR — 
show its books to BE pan desiring to see them, | The“ Examiner” up to the 16th of the present 


but the fact will not be lost sight of that six | Month was in the habit of swearing to itsaverage 
weeks were consumed in getting ready to make | CIRCULATION. Its circulation fakir now swears 
this offer. that so many “ Examiners ” have been DISTRIB- f 
UTED. The new term describes the facts a little ‘ 
SAN FRANCISCO “* EXAMINER”’ ECONOMY. | more closely, still there is room for questioning 1 
It was a gross oversight on the part of the “ Ex- | the accuracy of the word distribution when used 
aminer’s ” circulation fakir to permit the head- | in this connection. It is hardly correct to say 
ings of unsold copies returned from interior | that 10,000“ Examiners” were distributed daily to 
tSen w orth in ~~ than abc ae Gweltthy of a — the Lick Paper Mills, or that 5,906 *‘ Examiners’’ 
wor nore abo a 4 o 2 
@ pound, and 10.000 headings, if returned daily, | Were distributed in the basement under the 
would searcely make enough waste to haul them | Premises 212 and 214 California street. Placed 
to the basement on California street. would be a better word. 





aon oe 











THE SAN FRANCISCO CHRONICLE HAS THE LARG#® | 
PUBLISHED WEST OF § | 
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I}CIRCULATION FAKING. 


ETS OF STUFFING CIRCULATION 10 DEGEIVE THE ADVERTISER 








ARG 
OF 


SAN FRANCISCO EXAMINER 
METHODS OF STUFFING. 


EXPOSED WITH ITS OWN PAPERS. 
MORE TRICKERY. 
BUNDLES UPON BUNDLES ARE UNREAD, 


WHY THE ADVERTISER SMILES. 


The “ Examiner ” has conveniently lost sight of 
the fact that the phenomenal exploits of its affi- 
davit-maker are under discussion, and endeav- 
ors to direct public attention from the charges 
made by the CHRONICLE by proposing wagers. 
Printing the words “Put up or shut up” in 
black letters is our contemporary’s chief argu- 
ment, but a discriminating business man will 
not accept a “bluffing” proposition of this 
character as an answer tothe proofs produced 
by the CHRONICLE that the “ Examiner’s” circu- 
lation fakir is a monumental falsifier. 

When the CHRONICLE prints a reproduction of a 
photograph showing unsold “ Examiners” being 
hauled to a waste-paper warehouse, our contem- 
porary answers, “‘ Put up or shut up.” 

When we print pictures of stacks of “ Exami- 
ners” in the Lick Paper Mills, waiting to be ecn- 
verted into wrapping-paper, the circul 


tember 29, 1895, to the effect that the advertising 
patronage of the “ Examiner” never suffered a 
diminution was false, by showing that the “ Ex- 
aminer”’’ printed 4154¢ columns less of adver- 
tisements in the six months immediately pre- 
ceding the statement than during the correspond- 
ing six months of 18%, the answer was, “ Put up 
or shut up.” 

Now, “ Put up or shut up” may be a potent 
phrase on the race track and in the gambling- 
room, but it does not appeal to sensible business 
men. The only answer they ask to a specific 
charge is disproof. The “‘ Examiner” does not at- 
tempt to disprove anything. It trusts to its vig- 
orous use of “‘Put up or shut up” to tide over the 
difficulty. Meanwhile its fakir will continue to 
swear to a circulation made up of papers printed, 
perhaps, but never sold, and the advertiser will 
continue to smile whenever he sees a sworn state- 
ment of distribution, for our esteemed contem- 
porary, since the beginning of the circulation dis- 
cussion, has dropped the old word and resorted 
to the one just mentioned as more fittingly de- 
scribing the real disposition made of a large part 
of the white paper spoiled by the “ Examiner” 
presses. 


SAN FRANCISCO ‘‘ EXAMINER.” 
WHERE IT CIRCULATES. 

The “ Examiner ” seems to be a very popular pa- 
per among the laundrymen of the State. The 
number of copies circulated through this instru- 
mentality is nearly as great as through the regu- 





fakir retorts, ‘‘ Put up or shut up.” 

When we present the evidence that the “ Ex- 
aminer” fraudulently promised a 500,000 edition 
to those who advertised in its World’s Fair pa- 
per in June, 1893, and that the edition as sworn 
to was only 104,000, the only answer is, “‘ Put up 
or shut up.” 

When we printed an account of the assault 
made on Lewis, the public weigher, in the “ Exam- 
iner” business office, he was suspected of 
furnishing information to the CHRONICLE about 
the weights of unsold “ Examiners ” sent to the 
Lick Paper Mills and other places, the cry was, 
* Put up or shut up.” 

When we put on public exhibition thousands of 
unsold “ Examiners”’ boughy from the Vallejo, 
Ukiah, Santa Rosa, St. Helena and Healdsburg 
agents of that paper, who were loaded up with 
papers in excess of their orders, our contempo- 
rary says,“ Put up or shut up.” 

When we point out that every circulati-n 
statement of our cont intrinsic 
evidence of its own falsity, the response is, “ Put 
up or shut up.” 

When we show from successive statements of 
the circulation fakir that the “single wrapper” 
list of the “ Examiner” has fallen aff greatly in 
the face of an alleged general increase, something 
simply inconceivable to a well-informed pub- 
lisher, the fakir shouts, “‘ Put up or shut up.” 

When we pointed out that its statement of Sep- 








lar ch is and is all sworn to as bona fide 

circulation. 

SAN FRANCISCO ‘“‘ EXAMINER” NEWSPA- 
PERS TO BURN. 


Hereafter when the obtrusive declarations of 
the affidavit-maker are encountered by news- 
paper readers they will be sure to excite a amile. 
No one will be able to read an “‘ Examiner 
lation statement in future without thinking of 
the pictures of the loads of waste ‘‘ Examiners” 
going to the Lick Paper } Mills, or the piles of our 
e -rary’s p which were recov- 
ered from five small interior agencies and de- 
posited in front of the CHRONICLE business office 
as an object lesson. 


SAN FRANCISCO “EXAMINER” TIME IS 
VALUABL 





The “ Examiner” persists in its absurd offer to 
show its books to any one desiring to see them, 
but the fact will not be lost sight of that six 
weeks were consumed in getting ready to make 
this offer. 


SAN FRANCISCO ‘“‘ EXAMINER ’’— WHAT 
UNCLE ABE SAYS, 
You can fool all the people sometimes. 
You can fool some of the people all the time. 
But you can’t fool all the people all the time. 





BONA FIDE CIRCULATION OF ANY NEWSPAPER 


ROCKY MOUNTAINS. 








—_-— 
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PRINTERS’ INK. 
A JOURNAL FOR ADVERTISERS. 


gubecription rice, five dollars Fea vesr, in advance. 
dollarsa hundred. No back num a. 


‘For ten ‘do receipt 

be given ae ET becription from 
date to (Jan ahcend of the century. 
tar Be ted from it is always 


: ble ts saoue a new edi va o Lape ne 
copies for $30, or a number at same ra’ 

te-Publishers pas to subscribe for PRInT- 
ERs’ InK for the benefit of advg. prom may, 
on application, obtain special con: tial terms. 
tf has not paid for it is 


person who 
receiving RS’ Raa it is because some one 
has subscribed in his name. Eve 


r is 
topped at the expiration of the que vala tor. 
New York Orrices: No. 10 Spruce STREET, 

Lonpon Acent, F. W. Sears, 138 Fleet St. 


Cuicaco, Bennam & INGRAHAM, 145 La Salle St. 








NEW YORK, JANUARY 8, 1896. 








CIRCULATION: A detailed statement 
of the number of copies printed of every 
issue of PRINTERS’ INK for the full 
year 1895, prepared to be placed on 
file with the editor of the American 
Newspaper Directory, so that the cir- 
culation may be correctly rated in the 
issue of that book for 1896, shows that 
the actual average edition for the year 
was 21,913 copies; for the last six 
months, 22,434 copies; for the last 
three months, 24,384 copies and for 
the last four weeks, 27,100 copies. The 
smallest issue during the year num- 
bered 14,300 copies. The largest, 
40,300 copies. The year 1896 opens 
with nearly twice as many names on 
the subscription list as had place there 
at the beginning of 1895. 








You never know how many people 
want your wares until you commence 
to advertise them. 





Every advertisement should be a 
direct, personal message to each indi- 
vidual reader of it. 





IF you can arouse curiosity con- 
cerning your wares, the step to selling 
goods is a short one. 





LITTLE lies in your advertising will 
frighten some people as quickly as 
‘‘whoppers’’ will frighten others. 


IT is not wise to put into your ad 
any statement which you would not 
believe yourself if you saw it elsewhere. 


WHEN you strike off a good, sensi- 
ble, sounding ad don’t let your love of 
elegance lead you to destroy its 
strength by adding useless ornament. 








PRINTERS’ INK. 


IN advertising, small words frequent- 
ly perform great deeds. 


DurING the week ending Wednes- 
day, Jan. Ist, five hundred paid-in- 
advance subscribers were added to 
PRINTERS’ INK subscription list. 


WRITING an effective advertisement 
is like packing a trunk—a good packer 
will get in half as much again asa 
bad one, and still the trunk will not 
seem crowded. 





THE volume of trade is not a fixed 
quantity. Advertising not only enables 
a man to take away business from his 
competitors but it often creates entire- 
ly new trade by multiplying wants. 


AN ad isn’t good because it is bright. 
It isn’t good because it looks well. It 
is only good if it sells what it offers. 
Some of the worst appearing ads that 
we see do that. Many of the best 
appearing ads don’t. 

CIRCULATION is only. one of many 
elements that go to make up the value 
of a newspaper to the advertiser ; but 
of al] the elements of value, circula- 
tion is the oniy one that can be accu- 
rately recorded and expressed. 


‘“*Mr. CHARLES A. DANA is un- 
doubtedly the most conspicuous ex- 
ponent of American journalism to-day; 
It is, perhaps, not too much to assert 
that he is the most interesting figure 
that journalism has yet produced.”— 
H. T. P., in the Bookman for Nov. 





Wards Sapolio Monthly was so 
named because no newspaper ever ad- 
vertises in it until a contract to insert 
the Sapolio advertisement in its own 
columns has been first obtained. It has 
been said that an exception proves a 
rule—but in the Ward case no excep- 
tion has yet been discovered. 





AN advertiser 1 must consider the 
character of a paper as well as its cir- 
culation, but circulation is of more 
account than character. The best 
newspaper ever printed cannot benefit 
an advertiser unless it obtains circula- 
tion, while a large issue of the worst 
possible paper, one positively without 
character, may be of considerable 
value to an advertiser, whether a deal- 
er in lottery tickets or a promoter of 
revival meetings. 











PRINTERS’ INK. 


‘In arranging Philadelphia papers 
how would you begin? and where 
would you place the Ca//?” asked an 
advertiser the other day, of a well- 
known advertising agent; and this was 
the answer he received: ‘‘I should 
say Record first, Press second, Jiguirer 
third, Ledger fourth, /tem fifth, Zimes 
sixth and then the Ca//.” 


‘‘PaBstT” announces that the next 
series of ‘‘ Best Tonic” ads will be em- 
bellished with figures taken from the 
era of highest Gothic development (be- 
tween the years 1100 and 1400). The 
history of brewing begins with Egypt, 
but the art of brewing was developed 
by the Germans, which is given as a 
reason for the Germanic ads that are 
to succeed the Egyptian. German type 
will not, however, be used. The an- 
nouncement of what the ads will be 
like is being made in popular periodi- 
cals, which seems a good way of draw- 
ing attention to the advertisements 
before their appearance. 


THE plan pursued by some country 
publishers, of issuing ‘‘a half-sheet 
for exchanges who care only for local 
news, and for advertisers,” appears to 
be a not uncommon one. Three cases 
have recently been observed ina single 
day. The McPherson (Kans.) Demo- 
crat’s smallest issue last year was 696 
copies, but 98 of them are ‘‘ 4-pages, all 
home print.” The Dell Rapids (Ia.) 
Tribune's smallest issue was 800— 
‘roo half-sheets, four pages of home 
matter for exchanges and advertisers ”’ 

The Wamego Times. 


SS 

















—and the Wamego(Kans.) 7¢mes notes 
on its four-page copies similarly issued 
‘*half-sheets.”” Inasmuch as a con- 
siderable percentage of the income of 
@ newspaper comes from advertisers, 
and the out-of-town advertiser is 
greatly influenced in the selection of a 
paper by the appearance of the par- 
ticular copy he happens to see, it is 
poor policy for a newspaper publisher 
to send spoiled or imperfect copies to 
the places where they are likely to un- 
dergo inspection from possible custom- 
ers. Such copies should rather be the 
best specimens it is possible to manu- 
facture. 
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THE Chicago Dispatch has issued 
what it calls a ‘‘ Sample of a three year 
old paper that has broken all journal- 
istic records in this country.” It is 
a photographic reproduction of the 
twelve-page issue of the Dispatch for 
Friday, ates 6th, and is really 
very beautiful. Any one interested in 
Chicago’s favorite home paper should 
send for a copy of this miniature re- 
production. All of the Chicago dailies 
are admirable—but the Dispatch is 
immense. 





THE reason why most newspapers 
refrain from telling their actual cir- 
culation is because the public believes 
the circulation to be greater than it is, 
and to correct that impression would 
be an injury to the paper. Any one 
who turns over the pages of the Ameri- 
can Newspaper Directory will find 
many instances where a publisher re- 
ports the exact issue of his daily, but 
withholds information about that of 
his weekly. This is understood when 
the fact is considered that the tendency 
of the times is at present toward in- 
creased daily and decreased weekly 
sales. 





In Lippincott’s for January is an ar- 
ticle on An Editorial Copy Foundry, 
called forth by Mr. Hammond’s adver- 
tisements of his ‘‘ Ed, Copy” in PRINT- 
ERS’ INK and other periodicals. The 
writer says : 


The sale of editorial opinion to the rural 
press is in keeping with the tendency to sub- 
ject the country editor to extinction as an 
individual force. The editing is now largely 
done for him in the city. We all know tha 
a large proportion of these papers buy their 
news other than local in metal chunks of 
ready-printed matter. Being well selected, 

though from one to three or four days old, 
and covering a wider scope than was pre- 
viously common with country papers, this is 
a legitimate method, and a real help to pa- 
pers conducted on small capital. But, even 
with the papers using this “plate matter”’ 
extensively, it is the rule to reserve a certain 
number of columns in which the editor may 
give individuality to his sheet by discussing 
important matters in the nation, State or 
town. In this little corner of his daily or 
weekly he may exercise, in a small way, the 
powers of a dictator, if he is a man of brains 
and a skilled writer. But many country 
editors of to-day are mere printers, conduct- 
ing a job printing office with a newspaper at- 
tachment. Doubtless with some of them 
writing isahardship. They are not competent 
to express an opinion, and often have no 
opinion whatsoever. The passing of the 
apr editor of the old school, who, though 
his style may have been ponderous and his 
dogmatic sense of right and wrong ludicrous 
at times, yet had the merit of having some- 
thing to say and of saying it vigorously, is 
one of the phenomena of modern journalism, 
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THE circulation of a newspaper is 
expressed by the number of complete 
copies printed. What is done with the 
completed copies has a bearing only in 
fixing the value or character of the 
circulation. 


Mr. GEo. HAVEN PUTNAM, the 
well-known New York publisher, says, 
in a recent number of the /ndependertt, 
that the whole business of securing re- 
turns from advertisements of books is 
still a matter of ‘‘ guess-work.” He re- 
marks that good descriptive matter can 
be depended upon to increase the sales 
of a book, but that usually the in- 
creased sales do not pay for the cost of 
the advertising. Mr. Putnam asserts 
that, if a book falls ‘‘ flat” when pub- 
lished, no amount of advertising will 
serve to make it popular. It can only 
be profitably advertised if it appears to 
have the elements of popularity. 
Books do not come into demand, he 
says, because they are on the book 
counters and news stands, but they ap- 
pear on the counters and stands be- 
cause they are in demand. 





JupGE Romanzo Bunn, U. S. Cir- 
cuit Judge for the Western District of 
Wisconsin, has decided for defendants 
in the case of Sterling Remedy Co., 
proprietors of ‘‘ No-to-Bac,” against 
Eureka Chemical & Mfg. Co., pro- 
prietors of ‘‘ Baco-Curo.’’ Suit was 
brought by the former April 3rd last, 
asking $20,000 damages and an in- 
junction restraining defendant from 
using the name ‘ Baco-Curo” from 
advertising the same and from using 


boxes, racks, etc., which, it was 
claimed, were infringements upon 
those used by ‘‘No-to-Bac.’ Judge 


Bunn decides for defendants on the 
ground that no marked similarity 
exists, that no infringement has been 
made and that ‘‘ Baco-Curo” by its 
injunction, ‘‘ Don’t Stop Tobacco,’’ 
shows itself to be entirely distinct 
from ‘‘ No-to-Bac,’’ in that the latter 
requires the patient te cease using 
tobacco when commencing the remedy. 
By the terms of the order the com- 
plainant’s bill is dismissed and costs 
are taxed in favor of defendant. The 
case has excited especial interest inas- 
much.as it is the first of like character 
ever heard in the Wisconsin Federal 
courts, and the decision, it is believed, 
will govern in all similar cases, Judge 
Bunn being noted as an able jurist 
both in Wisconsin and elsewhere. 
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You may placard every dead wall in 
New York with a startling announce- 
ment, and get less effect from it than 
by its publication in a widely-circulated 
newspaper.—Reminiscences of an Ed- 
itor in the January Forum. 

‘*IF a man has not the moral cour- 
age to say, ‘Yes, I was wrong, and 
don’t now believe what I said at some 
former time ’—if he has not the cour- 
age to say that, he had better retire 
from business and never try to make 
another newspaper.’’—C. 4. Dana. 


For several months there has ap- 
peared in the cars of the Union ele- 
vated system, of Brooklyn, a poster 
which is a reproduction of Falero’s 
picture, ‘‘ The Meteors,” now in the 
Metropolitan Museum of Art. The 
picture represents two lightly clad wom- 
en who are supposed to be executing 
a peculiarly sinuous serpentine dance 
in space. Each holds one finger aloft, 
and in the other hand of one of the 
pair is clasped a scissors which the 
poster advertises. An old lady in 
Brooklyn wrote to the good Mr. 
Anthony Comstock that this was the 
worst picture she had ever seen, not 
even excluding the picture in her 
family Bible of Adam and Eve in the 
Garden of Eden. The saintly Mr. 
Comstock investigated, and decided 
that the picture was a menace to the 
public morals, of which he has consti- 
tuted himself censor. He communi- 
cated with the railway company, who 
referred him to Messrs. Carleton & 
Kissam, controlling the advertising 
privileges of the cars. It was finally 
agreed to provide each of the objec- 
tionable women with a huge court 
plaster apron, making it appear that 
they were looking innocently over a 
black fence. This was done in full 
view of the public, and an amount of 
attention attracted to the poster out of 
all proportion to what it would other- 
wise have received. ‘‘ The advertis- 
ing agents were vastly pleased to think | 
their poster had attracted Mr. Com- 
stock’s attention at all, but when they 
learned that patches were being ap- 
plied in full view of the public, their 
joy knew no bounds,” says the N. Y. 
Times. ‘‘* Their smiles reached almost 
entirely around their heads, and they 
were convulsed with laughter until 
they could only sigh. The people 
stood up in the cars, so eager were 
they to learn what was going on.” 
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IN SOUTHERN CALIFORNIA. 


Los Ancetes, Cal., Dec. 12, 1895. 
Editor of Printers’ Ink: 

We take exceptions to the statement print- 
ed in your issue of Dec. 4th, that the San 
Francisco Examiner is carrying double the 
business of any paper on the Pacific coast, 
and invite attention to an advertisement 
which we have sent you for insertion which 
bears us out in the statement that the 
Los Angeles 7imes is carrying nearly double 
the business of the San Francisco Examiner, 
and that for the last week of November, for 
instance, the 7imes carried 59 per cent as 
much as ad/ three of the San Francisco morn- 
ing papers combined. Very truly yours, 

Tue Times Mirror Co., 
By L. E. Mosher, Bus. Mgr. 

By the above letter the 7zmes does not 
intend to convey the impression that it 
is receiving double the amount of money 
for its advertising that the San Fran- 
cisco Examiner receives. What it 
does mean is that it fills twice as many 
columns of space with advertisements, 
and that its rates are as high as the 
Lxaminer’s in proportion to circula- 
tion. This last statement is doubtless 
true. Newspaper publishers often 
point with pride to the volume of ad- 
vertising they carry, but some very 
poor papers carry twice as much ad- 
vertising as is to be found in a better 
one in the same locality, although the 
last-named may receive twice as much 
money for the service performed. It 
is a fact, however, that the Los Angeles 
Times is far and away the best paper 
published south of San Francisco, or 
within a radius of nearly five hundred 
miles from its office in any direction. 


—_—_——————or 
THERE IS A TIME LIMIT. 


MitwavkeE, Wis., Dec. 27, 1895. 
Editor of Prixters’ INK: : 

In the American Newspaper Directory of 
1894, under the heading of Milwaukee, the 
report for the Yournad states, in italic letters 
and plain figures, “‘ circulation, smallest edi- 
tion issued within a year, daily, fifteen thou- 
sand (15,000), weekly, eighteen thousand 
(18,000)."”_ In the key for circulation ratings 
it is stated that such a report is guaranteed 
and a reward of one hundred dollars offere 
for proof that the Directory has been im- 
posed upon. I know, from my own knowl- 
edge, and have made affidavit, that they had 
no such circulation, nor anywhere near it. 

Mark G. SHARPLES. 

213 Austin street, Milwaukee, Wis. 

When the above communication was 
shown to the publisher of the Ameri- 
can Newspaper Directory, he replied 
that he only guarantees the correctness 
of circulation ratings in the last issue 
of the Directory. When a new Di- 
rectory has appeared all previous edi- 
tions become ancient history, and that 
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life is too short, he asserted, to deal 
with errors that have grown so old. 
If the Journa/ lied about its circifiation 
in the 1894 issue of the Directory, Mr. 
Sharples could have obtained his hun- 
dred dollars had he furnished proof to 
that effect before the Directory for 
1895 appeared—that is, before June 1, 
1895. » It is too late now. 
sites 


OUR POST-OFFICE. 


The constitution of our country grants 
certain inalienable rights to the people and 
if the postal laws do not infringe on those 
rights they are interpreted in such a wa’ 
as todo so. A correspondent in the Guz 
of last month very truly says: 

The Assistant Attorney-General for the Post- 





Office De ment is ju , jury and executioner 
combined. His will is law and his isions 
fi At his recommendation, fraud orders are 


issued, and only at his pleasure revoked. Re- 
dress can be expected at his hands, for 
revocations ‘of fraud orders imply an acknowl- 
edgement of injustice done and errors made. 

This is an assertion which we find borne 
out by the facts in the case. We have looked 
through an immense quantity of printed mat- 
ter, bearing upon this question, and have 
corresponded with intelligent men in all parts 
of the country in reference thereto, and it is 
impossible to come to any conclusion but 
that already stated that the constitutional 
rights of our people are being systematically 
set aside by the Post-Office Department. 

The sufferers from this arbitrary interpre- 
tation of the law are of both high and low 
degree, but it is notable (as mentioned in our 
December article) that those the least able 
are obliged to bear the brunt of it, while 
those of wealth and influence are enabled to 
get indulgences, if not absolute immunity, to 
conduct their business as they please. 

We have the proof in our hands that a 
fraud order was issued against a certain 
reputable business man in New York, whose 
business was done exclusively through the 
mails by advertising, upon the single com- 
plaint of some person in Pennsylvania who 
wrote to a member of the Cabinet. The 
matter was not even referred to a post-office 
inspector for inquiry and report before the 
order was issued. To show the nature of 
this order it was afterwards revoked—within 
two days—upon a representation of the mat- 
ter to the postal authorities by the gentleman 
interested. Thus the Department themselves 
gives us this and many other pretty stron 
evidences of the culgabie carelessness whic 
they exhibit in controlling this star chamber 
business.—Stanley Day’s Guide. 


The above may be severe but it is 
true. If the general public had infor- 
mation of all the tyranny of the Post- 
Office it would cause the overthrow of 
any administration. The iniquitous 
usages complained of have existed, 
however, for twenty odd years under 
five different Presidents, and are not 
quite as bad now as they were a few 
years ago. tas 

AN advertisement might almost as 
well be out of sight as out of date. 


‘ 





8 i + 5 
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ADVERTISING THE TELEPHONE. 


ADDISON ARCHER INTERVIEWS THE 
AD EXPERT OF THE METROPOLITAN 
TELEPHONE AND TELEGRAPH COM- 
PANY ON HIS RECENT ADVERTISING 
—IN IO MONTHS IT HAS INCREASED 
THE NEW YORK LIST OF TELEPHONE 
SUBSCRIBERS 20 PER CENT ABOVE THE 
RESULTS OBTAINED IN I7 YEARS OF 
NON-ADVERTISING—HE IS A STUDENT 
OF ‘‘ PRINTERS’ INK.” 


The Metropolitan Telephone and 
Telegraph Company have been adver- 
tising in New York City for less than 
a year, and yet have been able to in- 
crease their number of subscribers 
fully 20 per cent—that is, from 1878 to 
1895 this company secured about I0,- 
ooo subscribers in the New York City 
district, while in the last ten months, 
through advertising, they have secured 
2,500 new subscribers. 

And what is the most remarkable 
thing about it, this company’s adver- 
tising is that it was just as poor as it 
could be up to a month or two ago. 

During the last two months I have 
noticed a decided change for the bet- 
ter. For instance, one would be con- 
fronted by an ad beginning: ‘‘ Do not 
go to bed to-night without making a 
note to write us for full information 
as to rates of New York telephone serv- 
ice ; 12,500 telephones in New York; 
metallic circuit service from $75 a 

ear.”” 

Mr. Herbert Laws Webb, the gen- 
eral manager of the company, has 
charge of its ad writing, and it is to 
him that the recent improvements are 
traceable. I went in to see Mr. Webb 
the other day, and asked him to tell 
me the story of his advertising. He at 
once consented. 

Like all leaders in the business 
world, he is a constant reader of PRINT- 
ERS’ INK, and needed no introduction. 
He submitted gracefully to the inter- 
view, even though he was obliged to 
defer an engagement at the Horse 
Show in order to give me the informa- 
tion I wanted. 

‘*T began this present line of adver- 
tising when I returned from England, 
a month or two ago,” said Mr. Webb, 
as he settled back in his chair, after 
calling up some one through the desk 
telephone that stood before him, and 
asking to have samples of his adver- 
tising brought in for my inspection. 


PRINTERS’ INK. 


‘*The company began its advertising 
the first of January this year. During 
the previous 17 years of its existence 
it had done practically no advertising 
at all. Weconfined ourselves during 
the early part of the year to mere an- 
nouncement of our change in rates. I 
was away a portion of this time, and 
did not give our advertising the atten- 
tion I have given it since my return ”’ 

‘*Who prepares your advertising, 
Mr. Webb?” 

“‘I do,” he replied, with a smile ; 
“‘IT have some literary instincts. I 
have written some for the maga- 
zines— Scribner's, and for Harper's 
Weekly—and I have turned what lit- 
erary ability I have into these adver- 
tisements of ours. Of course, I am an 
amateur, and I have a great deal to 
learn.’’ 

‘Where did you get your ideas ?” 

‘‘From reading advertisements or 
rather from noticing what advertise- 
ments caught my eye. I thought an 
advertisement which could from its 
style catch my attention would be apt 
to attract any one else’s attention.” 

‘What advertisements do you note 
particularly ?” 

READS BUT DOES NOT BUY. 

“Rogers, Peet & Co. I always read 
their advertisements, though I never 
bought a cent’s worth of goods at their 
store.’’ 

‘*Don’t you notice other advertise- 
ments ?” 

‘* None of them seem to attract me 
particularly.’’ 

‘*Don’t you read Mr. Gillam’s ads?” 

‘*No, I can’t say I do.” 

I asked him if he did not read the 
headings, bearing in mind that the 
contents of dry goods ads would not 
be apt to interest Mr. Webb in any 
event, and yet curious to know whether 
in his seeking after catchy head-lines 
he had noticed Mr. Gillam’s head-lines 
—which most people regard as calcu- 
lated to catch everybody’s attention. 

‘Ves, I do read Mr. Gillam’s head- 
lines occasionally,’’ he replied. 

‘* What has been the result of your 
recent advertising efforts ?’’ 

‘‘We are able to trace some very 
gratifying results. Tracing results with 
us is not always easy or possible. Our 
agents don’t know just how far the ad- 
vertising influences the contracts they 
secure. Here, by the way, is some- 
thing that has brought us in consider- 
able business lately,” indicating a cir- 
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cular printed on tinted paper of note 
size and reading : 





Have You Ever THouGut or Havinc 
A TELEPHONE IN YouR House ?—Those little 
worries and annoyances that cause so much 
friction in household affairs are abolished by 
the telephone, which makes the householder 
independent of cistance, weather and prom- 
ise. 





Though the setting was not par- 
ticularly good, the effort was towards 
neatness and elaboration nicely com- 
bined. The selection of type was very 
good, but showed a curious mingling 
of typographical knowledge and the 
lack of it—something I note, by the 
way, in the product of the average 
printer. 

Mr. Webb asked me what I thought 
of his circular matter, and I told him 
candidly that it was well written, but 
not nearly as well set up as it would 
be had Johnston or the Lotus Press 
had the doing of it. 

‘*Of course I know very little about 
type,” he said in reply. ‘‘I take a 
newspaper type book and study it out 
as seems best to me and try to indicate 
my ideas to the printer.”’ 

This indicates that Mr. Webb has 
certainly learned early in his advertis- 
ing experience how little the average 
printer knows about effective typo- 
graphy. ; 

I asked him from what paper he got 
his type ideas. 

‘*From the Evening Post. I think 
its type is the neatest and best of any, 
don’t you ?” 

I asked Mr. Webb how he dis- 
tributed his circular matter. 

‘* We send them out to lists of names 
taken from the Elite Directory or the 
Blue Book. This has really brought 
us a good deal of business from resi- 
dences, especially since we introduced 
the system of charging the subscriber 
only for the amount of service he act- 
ually has.” 

‘*Aren’t you afraid of your com- 
petitor, the Standard Telephone Com- 
pany, that had that big reader in the 
New York newspapers the other day?” 

‘* We could hardly find much reason 
for fearing a company that has yet not 
placed itself in position to do more 
than ask for contracts on the basis of 
what it may do. It has no wires nor 
anything very tangible as yet.”’ 

‘* Why don’t you advertise your sys- 
tem of office or desk telephone?’ I 
asked, bearing in mind that I had no- 
ticed those little enunciator arrange- 


47 


ments that this company has been put- 
ting into the offices of most of the 
newspapers and some of the advertis- 
ing men. 

MORE GRATIFYING RESULTS. 

“We have advertised our office serv- 
ice some, and we have already put in 
500 outfits of this character, the most 
of them probably as a result of our ad- 
vertising that by using this desk 
telephone system of ours business men 
may connect with any other office in 
their own place, or talk over the main 
line anywhere they wish, either with- 
in our local district or as far as our 
long distance service reaches, which is 
pretty nearly everywhere, without 
leaving their seats to go to the tele- 
phone. In our ads we have called at- 
tention to the convenience and privacy 
afforded hy the desk telephone service, 
and what we have said seems to have 
brought results, though I have not as 
yet been able to obtain that high 
degree of expertness in ad-writing 
which I note among the people of 
PRINTERS’ INK. I am studying, how- 
ever, and this is but the beginning with 
us of an advertising campaign that our 
first experience justifies us in making 
thorough and persistent. We are go- 
ing to learn to do the best advertising 
we can.” 

Mr. Webbis already doing some good 
advertising, judging from the printed 
matter he showed me. [ also note that 
he is doing some very good daily news- 
paper advertising, judging from the 
proofs of a series of ads of his prepar- 
ation, from which I have taken the fol- 
lowing samples, with an idea that they 
may prove suggestive to telephone ad- 
vertisers in the thousands of towns 
and cities where PRINTERS’ INK is read, 
and where good telephone advertising 
would result in returns proportionately 
as gratifying as those Mr. Webb has 
obtained in New York. 

Here are two from theater programs 
and one from a daily newspaper : 


THE MAN IN THE FRONT ROW 


of business does a great part of it by 
telephone. 


12,500 TELEPHONES IN NEW YORK. 


Rates vary from $75 a year, according to 
amount of use of the service. 


DO YOU PREFER A LA CARTE 
OR TABLE D’HOTE? 


You can have telephone service now at 
message rates from $75 a year. 
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The Modern Stitch in Time 


is a Telephone call. 


Tt will save nine times its cost in time and 
expense nine times out of nine. 


12,500 TELEPHONES IN New York Ciry. 
.*.". 1,100 PUBLIC PAY STATIONS. -.°.. 


Permanent service at your house or office 
from $75 a year. 


THE METROPOLITAN 
TELEPHONE AND TELEGRAPH CO., 


18 CorTLANDT St. 





In closing let me say that Mr. Webb 
is a young man of quiet, modest man- 
ner, who is studying advertising ear- 
nestly. He told me that he had read 
what the advertising experts had to say 
in the recent PRINTERS’ INK inter- 
views. Backed up as he is by the re- 
sources of a wealthy corporation I be- 
lieve he will expand the success he is 
meeting into an advertising achieve- 
ment that will rank with any of the 
famous modern instances. 

ADDISON ARCHER. 
ee 
ATTRACTIVE WINDOW DRESS- 
ING. 


During the past few years consider- 
able improvement has been made in 
the store fronts of leading retail stores. 
Ten years ago a firm that engaged a 
man at a good salary exclusively to ar- 
range goods in its show windows would 
have been looked upon as on the high 
road to ruin. Now the reverse is true 
and a tasty window dresser, resource- 
ful in new effect and catchy displays, is 
an important factor in a big -establish- 
ment. 

Window decorating has risen to what 

* might aimost be called a fine art, and 
the man or woman possessing the taste 
and skill todesign attractive show win- 
dows of city establishments stands a 
fair show of not being numbered among 
the unemployed. 

Merchants are beginning to realize 
the value of artistically arranged win- 
dows as one of the mediums for adver- 
tising their goods, and the effect has 
been to perceptibly increase the beauty 
of the business streets. They are be- 
ginning to understand that a well ar- 
ranged window attracts trade and 
causes comment, just as does a display 
newspaper advertisement. 

The dry goods stores, having the 
most material to work with, can get up 
designs of the greatest variety ; but, as 
a matter of fact, there is no branch of 
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storekeeping which does not make an 
attempt—sometimes felicitous, some- 
times not so—to attract customers with 
this lode-stone. All the clothing estab- 
lishments are vying with each other to 
make telling displays, and they all now 
have modern fronts calculated to fa- 
cilitate the work of the artists—they 
are such—employed. 

Some establishments consider simply 
the pleasing arrangement of goods 
sufficient to draw trade, while another 
class aim at ‘‘ getting the people’’ by 
the addition of eye-catching placards 
designed to stop the hurrying pedes- 
trian ; but all have the same laudable 
object in view, from the older cobbler 
on the obscure side street, who care- 
fully hangs a row of lasts in his dingy 
little window to the veriest king of 
them all. 

The growth of taste in display efforts 
is especially noticeable in grocery es- 
tablishments, and where once hetero- 
geneous goods were simply piled into 
the windows, harmonious and seductive 
symmetry is now alluringly presented 
tocustomers. The innovation has been 
one of steady growth, and the smallest 
suburban grocery or notion store is no 
longer ‘‘in it’ unless the windows 
show something like taste, order and 
cleanliness. 

Not all are or can become good win- 
dow dressers, but frequent changes will 
develop a wonderful amount of latent 
genius in any wide-awake person who 
strives for success in his business. Time 
given to this branch of trade-winning 
is never lost, and many otherwise idle 
hours may be turned to profitable ben- 
efit by cultivating the faculty of dis- 
playing goods to their best advantage. 

Small shopkeepers may not place the 
slightest importance on the appearance 
of their windows, but they will do well 
to follow in the wake of the big con- 
cerns, the proprietors of which have, as 
a rule, gathered their experience of 
business needs while struggling from 
the bottom rung of the ladder. At- 
tractive, if not fine window dressing 
is possible in the most commonplace 
store and will always pay a gcod divi- 
dend on the time investment put into 
it.—Grana’ Rapids Tradesman. 


+e 


Say, do you know, 
If trade is slow 
(The dull times may have killed it, 
You wiil be wise 
To advertise? 
For that will soon rebuild it. 
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THE INVENTOR OF THE POSTAL CARD. 


The postal card is a very simple contriv- 
ance, and yet what a prominent factor in cor- 
respondence it has become in modern_busi- 
ness transactions. No less than 1,150 millions 
of them are used annually in the civilized 
world. They unite the most distant hamlet 
with the largest cities in this country and 
Europe. None would have thought that in 
twenty-five years they would come in such a 
general use. The honor of this cheap and 
convenient means of communication belongs 
to Professor Emanuel Herrmann, of Vienna. 
On January 26, 1869, he wrote a letter to the 
Neue Freie Presse, in Vienna, in which he 
developed his plan of a simple card which 
should be issued at two Kreutzer (4-5 cent) 
by the post-office department, and which 
would be good for the Austro-Hungarian 
Empire. At first the department objected 
to making the price as low as two Kreutzer, 
but agreed to three Kreutzer. But Professor 
Herrmann and those interested in his plan 
objected to the extra Kreutzer, so that finally 
the government agreed to the cheaper rate, 
and, on October 1, 1869, the first postal card 
ever issued was put on sale in Vienna. Some 

ears later Germany also adopted Professor 
Sessa postal card idea, but it was not 
a great success till the Franco-Prussian war 
broke out, when they came into general use 
in Germany. Gradually other countries is- 
sued them. The United States, which handles 
them by the million now, was one of the last 
countries to adopt Professor Herrmann’s idea. 
—Free Press, Easton, Pa. 





THE WISE MERCHANT. 
Romantic Miss—Have there not been mo- 
ments in your experience when life seemed 
full of unsatisfied wants ? | 
rocer Wisehead—Y-e-s, that’s so. | 
Romantic Miss—At such times I always | 
fly to music for relief. What do you do, | 
Mr. Wisehead ? 
Grocer Wisehead—I advertise.—F xchange. 
————$-p—_—__—_ 
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Displayed Advertisements. | 





50 cents a line; $100 a page; 25 per cent 
extra for specified position—i/ granted. 
Must be handed in one week in advance. | 








WISCONSIN ACRICULTURIST, | 
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them to suit any business. Send for my 
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Mand 2% West2d St.,N.Y- 
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Mrs. Margaret Treadwell, 
of Milburn, Long Island, in 
an interview had with her on 
the 24th day of May, 1895, 
said : ‘‘ Two years ago I 
had the Grippe, and since 
then I have never been real 
Nothing that I ate 
seemed to set well on my 
stomach: I ain’t been much 
of a hand for doctoring, but 
I tried different kinds of 
herb teas, but they didn’t 
seem to do much good— 
Catnip was the best, but I 
got kind of set against that. 
One day a lady asked me if 
I would try some of her 
medicine—Ripans Tabules 
she called them. I didn’t 
want to decline, so I took 
them. They seemed 
harmless-like, and Richard 
he took some too, and 
whatever they are made of I 
don’t know, but they beat all 
the herb teas, and we ain’t 
We 
work on the farm all day 
now and eat our three 
regular meals, and all kinds 
of victuals seems to agree 
with us. My advice is, 
don’t bother with herb teas 
when you can get these 
Ripans Tabules, and don’t 
hesitate, as I did, about 
taking them. They won’t 
hurt you. (Signed), 

Mrs. MARGARET TREADWELL.” 


Ripans Tabules are sold by druggists, or by 
mail if the price (50 cents_a box) is sent to 
The Ripans Chemical Company, No. 10 Spruce 
St., New York. Sample vial, 10 cents. 


smart. 


felt so well in years. 
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Good Ads 
Like Good Eggs 


may be spoiled in the setting. 

If you want your ads, ctr- 

culars, booklets, etc., set or 

printed in a style to command 

attention and respect just mail 

meee se Sf SS SSS 
WM. JOHNSTON, 


MANAGER PRINTERS’ INK PRESS, 


10 SPRUCE ST., N. Y. 
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Farmers Plant ‘ 
Early Down South § 


They are looking for seed now. 
Spry seedsmen, market your seeds. 4 
Your ad in 


The 
Southern 
Homestead 


of Atlanta, Ga., the only Maga- 
zine in the South, will reach 


60,000 PLANTERS. 


’Tis a good field to cultivate. 





Write for rates and sample copy to 
W. H. ENGLAND, 


GPECIAL AGENT, 
842-844 Broadway, NEW YORK. 4 
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A Straight Story 


Of Straight Goods 
In a Straight Paper 


is bound to bring business. If you have 
a good thing, advertise it in 


The Brooklyn 
Standard Union 


and you'll hit a market you couldn't hit 
through any other Brooklyn medium. Each 
copy has a whole family for its audience. 


Clean, newsy, truthful, fair and square. 
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Dayton, Ohio. 


ONE CENT A DAY. 


The Best Advertising 
Medium. 


The Press goes regularly into 
more homes in Dayton than any 
morning and evening paper com- 
bined ; it is read in more stores, 
offices and _ business places than 
any other Dayton paper ; itssales 
at the news stands, on the street 
cars and upon the streets are 
larger than all the other Dayton 

pers—six in number—com- 
ined: its regular circulation in 
Miamisburg, the second city in 
the county, is twice as large as 
all the other Dayton papers com- 


bined. 
* These Facts Are All 
Provable. 


LOUIS V. URMY, 


SOLE REPRESENTATIVE, 


TIMES BUILDING, NEW YORK, 
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The New Life 


new type, new cover, new 
illustrations and new ideas in 
December issue of 


WOODWARD’S 
MONTHLY 


delights its 40,000 women readers. 
They are sending in new sub- 
scribers from among their neigh- 


50,000 Circulation 


close at hand. New ads are 
coming in fast. For rates and 
sample copies, write to 


W. H. ENGLAND, 
842-844 Broadway, 
NEW YORK. 
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The Denver Evening Post 


A Free and Independent Newspaper. 
Established 1892. 


Subscription—10 cents a week. 


No premiums or prizes offered. 


We simply publish and sell 


The news the day it occurs. 


Circulation per day— 


Average for last month, 13,135. 


We want your advertisement. 
Write for sample copy, etc., to 
THE DENVER EVENING POST, 


OR ANY AGENCY. 
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Southern 


Farmer, 
Athens, Ga. 


The leading agricultural publi- 
cation, and having the largest cir- 
culation of any paper of its class 
in the South. 

It thoroughly covers the country 
south of the Ohio River, and is 
read by the best people in that 
great territory. 

No advertiser, who omits this 
paper in placing his business, can 
hope to reach the people. Adver- 
tising rates very low. Address 


THE SOUTHERN FARMER, 
ATHENS, GA. 


Jez, 

















agwiciensiy % 
: Midland : 
Monthly 


¢qon your list? Better place it there » 
dat once. The present low adver- 
€tising rate will not last long, as the > 
¢circulation is jumping higher every p 
issue. If you want to reach a good P 
4 class of people send for rates. 


www 


j. A. PURCELL, 
Advertising Manager, 
DES MOINES, IA. 
¢ LOUIS RICHARD SMITH, 
10 Spruce Street, New York, 
é Eastern Representative. 
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Orrictat ORcaAN OF 


BROTHERHOOO 


=———— Of 


LOCOMOTIVE 








30,000.. 
HICH INCLUDES RAILWAY 
MEN IN EVERY BRANCH 
OF THE SERVICE 
AND IS THE 


Tusheted 







os ser werk? 
* TADS We im emma 
Roethke 


and other a QINCIS 


Receive oot Vages 


Aad g are The BEST PATRONS OF ADVERTISERS 
Ad. Proves This Assertion AneWow lstueBrsrTimeToBe. 
cee CONVINCED. 
Manager 99 tudid Avenue. 
Ee 


CLEVELAND.O, 
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It’s a Business Bringer. 
The reason it pays to advertise in 


THE——~> 


Kansas City 
WORLD 


is because THe Wortp brings results. 
It carries more local advertising than 
any other Kansas City publication—a 
sure indication of its worth. 








Circulation, 29,000 DAILY, 
32,000 SUNDAY. 


If you put it in The World it wins. 








THE WORLD, 
Kansas City, Mo. 
L. V. ASHBAUGH, Manager. 


Chamber Commerce, 
CHICAGO. 


A. FRANK RICHARDSON, 


New YorK. 


Special Representative. 


Tribune Building, 
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The 
‘““New Mode!”’ 
Web 


means rapidity of produc- 
tion and economical opera- 
tion of the mechanical depart- 
ment of a newspaper. 


It ts not a luxury. Itis 
a necessity. 


Camptell Printing Press & Mfg Co., 


34 Madison Ave., New York. 
63 Dearborn St., Chicago. 








SODOUUNOOT ETERS 


4 


Compare the ———..==. 


Y/ 
N 


/, 





Y 





WW 
WENN 






\ q NY 
LB. EE RL 





Eastern Representative, 
PHILIP RITTER, 
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REPUBLIC- TIMES 


SPRINGFIELD, OHIO, 


with any other daily paper published 
in the same city and then make your 


selection if you use but one paper. 


The Hosterman Publishing Co., 


SPRINGFIELD, OHIO. 


American Tract Society Bidg., N. Y. 
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Sworn Circulation, 69,867 
First Issue, April, 1895, was 33,000 Copies 


[All to owners rl yt Becececo mats BRITANNICA. 
P pany during the 
pan h ae months. } 


Tenth Issue, January, 1896, was 70,000 Copies. 


advertiser who seeks the patron- 
age of the agricultural classes 
will fail to secure a full measure 
of success, unless his list of 
mediums includes The 














+ 
. 
e CIRCULATION BY STATES. 
m e r i Ca n } Taken from Mi List; exclusive of news- 
stund sales mi bona fide subscribers 
cicbeessice —— anne 
¢ N a on 
. ew 
. Farmer. The oldest agricultural ; New Jersey '....... $74 
¢ publication in America, it circu- 4 New Yerieo.....-- 
lates in the most prosperous ¢ North Carolina. .. 108 
farming sections of the country: { | Florida........-.- 34] Ohio... 7,322 
There’s money in advertising in ? Oklahoma Ter. = 
ic P lvania .... 6,475 
the American Rhode Isand...... 19 
South Carolina. . 891 
f South Dakota. 217 
Farmer Texas 
'CXAS......--- 
Virginia. 
For rates apply to Washi 
TRE AMERICAN FARMER, West Virgin 
WASHINGTON, D.C. } Wisconsin. 
* BYRON ANDREWS, Manager Branch Office, ¢ Total ....... 69,867 
World Building, NEW YORE CITY. j THE WERNER COMPANY, Puauisuens, 
CHICAGO. NEW YORK. 
Si ili iach in ie ia adi 160-174 Adams St. 5-7 B. 16th St. 
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@ An advertisement placed in the 


DAILY NONPAREIL 
of Council Bluffs, Ia., will reach . 


readers that 
can afford to buy 
The character of the community 


we .. Big State + 
: 


in which it circulates does much 
Y to determine the value of a paper 


as an advertising medium 
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THREE GREAT CHARACTERISTICS: 


ENTERPRISING, 
PATRIOTIC, 
RELIABLE. 


... | he... 
Baltimore American 


Baltimore, Maryland. 


Unsurpassed as an Advertising Medium, and amoug 


one of the oldest Papers in America, 
being founded in 1773. 


It possesses the cardinal features that make it profit- 
able to advertisers, honesty, purity of tone, circulation, 
and the confidence of its readers; these are the char- 
acteristics that give a newspaper that quality that 
shrewd advertisers seek. ‘‘THE AMERICAN” is 
such a paper. Its circulation is good and increasing 
rapidly, and advertisers will find it a paying medium. 

4 





Sunday, = 100,000 
Circulation: Daily,- = = 40,000 


Twice-a-week,= 45,000 
_, 
A. FRANK RICHARDSON, 


Tribune Building, Chamber of Commerce, 
New York. Chicago. 


D. P. BEVANS, Eastern Manager, 165 World Bidg., New York. 
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Its Best Month 
Its Best Quarter 
Its Best Year 


This is the record of the New York 


MAIL AND EXPRESS 


for the periods ended December 31, 1895. The an- 
nouncement of gains in advertising business by this pa- 
per that has appeared on the first day of each month for 
more than a year is repeated again to-day with high- 
water mark figures. The increase in advertising in 
December, 1895, was 


173 7-10 Columns, or 24 per cent 


The MAIL AND Express led its next competitor in 
advertising space during December 


97 inches or 417-20 Columns. 


The increase of advertising in the MAIL AND EXPRESS 
during the year 1895 amounted to 


1,390 Columns, equal to 198 1-2 Pages 


The increase in the next highest competitor of the MAIL 
AND EXpREss was 568 columns, or 81 pages. 

These figures cannot fail to interest all advertisers in 
and many readers of the MAIL AND Express. The dis- 
criminating, conservative advertisers of New York place 
their announcements most liberally in the advertising 
medium that 


Produces the Best Results 


This is one reason why the MAIL AND ExpRrEss leads all 
its competitors in gains in business. 

The outlook for ’96 is most promising for this news- 
paper. With greater popularity than ever before among 
the very best class of newspaper readers in and near 
New York ; with warmer welcomes at the firesides of 
more homes than any other New York evening paper 
enjoys, and with constantly increasing evidence of the 
appreciation of the value of its advertising columns, 
the MAIL AND ExPRESs is surely in position to wish its 
readers, its friends, its esteemed contemporaries and 
even its enemies, if it has any, a prosperous and happy 
New Year. 
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Kansas City STAR’S 


CIRCULATION 
PROVED 


AGAIN. 
. a 





Kansas City, Nov. 14, 1895. 


We, the undersigned, have this day examined the 
Cash Books, the Agents’ Accounts, the Manufacturer’s 
Bills for white paper, the Bank Checks with which 
those bills were paid, and all other records and vouch- 
ers necessary to establish the facts, and are convinced 
that the actual, legitimate Circulation of the Kansas 
City Star newspaper is in excess of Sixty Thousand 
(60,000) Copies Daily. 


Signed, 


DOGGETT DRY GOODS CO., James C. Leiter, Mgr. 
NEW GOLDEN EAGLE, Eli Cahn, Proprietor. 
GEORGE P. OLMSTEAD, of Cady & Olmstead. 

A. C. WURMSER & CO., A. C. Wurmser. 


THE J. H. NORTH FURNITURE & CARPET CO., 
John H. North, General Manager. 


D. A. REIDY, Advertising Expert. 
The above Reaffirmed November 26. 


*900OOE= E> O<D<DOCCe- 
New York Office, Chicago Office, 
80 Times Building, 1320 Masonic Temple, 


FRANK HART, Manager. W. T. DAVIS, Manager. 
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NO QUESTION 
ABOUT IT 


The advertiser who uses the lists of the Chicago 
Newspaper Union knows precisely what class of 
people he reaches. 

There isn’t the least bit of guesswork about it. 
Fact wholly takes the place of theory. 

Advertising founded on fact is infinitely better 
than that based on theory. This is borne out by 
the uniform success of those men who have used 
and still use these lists. 

Would you like to join this party of men who 
advertise where the best results are to be had ? 

We have catalogues and rates to send to those 
who will ask for them. 


CHICAGO 
NEWSPAPER UNION 


10 Spruce Street, New York, N. Y. 
87-93 S. Jefferson St., Chicago, III. 











Ne re ee a Ne Ne Nr 




















PRINTERS’ INK. 


~ 


Advertisers everyw! 
to offer moppemmons for the betterment of 
tising will be criticised f: z 
lets, novelties, es. Tell me 


PPP PI 


ADVERTISING IN GENERAL. 


S. F. Myers & Co., jewelers, 48 
Maiden Lane, New York, have sent 
me one of eight thousand catalogues 
they have printed for 1896. The 
catalogue is a handsomely cloth-bound 
volume that weighs about eight pounds. 
It is 934 by 11% inches and contains 
816 pages. What it cost I have no 
way of telling. Part of it is printed 
in two colors, and, if I were to guess 
the cost, I would put it at at least two 
dollars, and perhaps three dollars, per 
copy. That makes quite a respect- 
able expenditure for advertising, and 
yet I never heard of S. F. Myers & 
Co. until I received this catalogue. I 
will venture to say that they are not 
on anybody’s list as advertisers. They 
have printed this great catalogue— 
printed enough of them to go to all of 
the leading jewelers of the United 
States—and they have dropped their 
eighteen to twenty-five thousand dol- 
lars’ expenditure intoethe advertising 
pool without making a ripple. The 
point of all this is, that when people 
are asked to estimate the total amount 
of money expended for advertising in 
a year, nine in ten of them will guess 
too low; nine in ten of them will for- 
get all about the advertisers who are 
working below the surface. I don’t 
know how many jewelers there are 
who get out as expensive catalogues 
as this one; I do know that fully as 
large and costly books are printed for 
other lines of business. Take, for 
instance, the type founders of the 
United States. For years and years 
every type founder published a speci- 
men-book more or less imposing and 
expensive. And now comes the Amer- 
ican Type Founders’ Co. with a mag- 
nificent cloth-bound volume ro inches 
by 125¢,: which contains 760 pages, 
printed on heavy, high-grade book 
paper. The old Bruce Type Foundry 
has issued a book about as large, but 
not nearly so handsome. The Ameri- 
can Type Founders’ book is the best 
publication of this kind that has ever 
appeared. It is a good, liberal book 


your adv 
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DEPARTMENT OF CRITICISM. § 
By Charles Austin Bates. 


here are invited to send matter for criticism ; to pr d 

this department. An 

y and fairly, Send your newspaper ads, ci: 
ertising troubles—perhaps 
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that shows all the type faces as they 
ought to be shown. There is no 
crowding, and it is really possible to 
get some idea of the possibilities of 
each kind of type. Some of the 
specimen-books of the past have been 
so crowded and skimpy that they 
— misrepresented than represented 
the B. 

I think it would be interesting to 
the readers of PRINTERS’ INK to have 
a number. of expressions of opinion as 
to the amount of money paid annually 
for advertising of all kinds in Amer- 
ica. I would like to receive expres- 
sions on this subject. 

* # 
x 

Ordinarily, I don’t like slangy ad- 
vertisements, although I am a strong 
believer in slang in its proper place. 
It is exceedingly expressive, and when 
it is used in the proper place—even in 
advertising—it is the most effective 
thing that can be used. The trouble 
is that ninety-nine out of a hundred 
places it is used in are not the proper 
places. 

I have received a booklet from the 
Grand Rapids Cycle Co. about Clipper 
bicycles. It strikes me as being a par- 
ticularly good thing. The cover of 
the book serves as an envelope, the flap 
turning over the open end, and being 
fastened by the one-cent stamp that 
carries it. This is a novelty in itself, 
and is likely to get attention for the 
book when it would not be received if 
it were necessary to open an envelope 
to get at it. The address is written 
right on the back of the book, and on 
the front is a humorous picture of a 
man running frantically after a package 
of greenbacks, to which a good, strong 
string is attached. The caption of the 
book is: ‘‘Are You After the Long 
Green?” And the cover is printed in 
green ink. On the first page inside is 
a silhouette of an Irish tramp, with his 
stick over his shoulder and his earthly 
possessions hanging from the end in a 
handkerchief. The wording on this 
page is: ‘‘Suppose you were a man 
with a pile about the size of this, and 
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you get wheels in your head and want 
to increase it to a pilelikethis.”” Fol- 
lowing this, in the lower right hand 
corner, is the picture of a prosperous- 
looking old gentleman, with stacks of 
gold and greenbacks in front of him. 
The illustrations, all the way through, 
are simple, strongly humorous, and very 
effective. I don’t know how the book 
will strike anybody else, but, when it 
turned up on my desk, I opened it and 
read every word of it, from first to 
last—and I like to think I am a fairly 
busy man. I don’t have time to even 
look at nine-tenths of my PRINTERS’ 
INK mail. The Grand Rapids Cycle 
Co. are at Grand Rapids, Mich. I 
have no doubt they will send this book- 
let to any one who asks for it. 
* % 


= 
Here are five letters that probably 
explain themselves : 


67 Reip AVENUE, Brooktyn, N. Y. 

Dear Sir—Don’t know you personally, but 
know you are busy. Won’t worry you with 
a long yarn. 

You know me only as a writer in PrinTERS’ 
Inx. I send you four letters that almost 
speak for themselves. I want to show you 
how otherwise reputable firms can fool an ad 
writer for almost a year by procrastination. 

This is one of many similar experiences. 
What protection has an ad writer got? 

i don’t send the booklet alluded to, but 
will if you care to see it. 

The thing in a nutshell is, that after ex- 
pressing a desire to see one’s work, and then 
commending it, eleven months is not long 
enough time to decide whether they'll use it 
or not. Please review in Printers’ Ink. 
Very truly, Joun C, GRAHAM. 


Tue Bisuor & Bascock Co. 
CLEVELAND, Ohio, Jan. 5, 1895. 
John C. Graham, Brooklyn, N. Y.: 
Dear Sir—In reply to yours of the 3rd, 
would say your little booklet was received 
promptly, and read carefully by ourselves. 

e hand you, under separate cover, our 
catalogue, in which you will note that we 
are the manufacturers of beer pumps; that 
our pumps are not used for forcing water, 
nor as fire extinguishers. They are used as 
a means of compressing air with which liquids 
of all kinds are drawn, onenesy the 
subject matter of your little booklet does not 
fit the goods of our manufacture very well. 

We are using advertising ideas at all times 
whenever we can get them, and if you could 
get up a little booklet of about four or five 
verses, applying to beer pumps, we could 
use it, if there was any merit in it at all. 

We should be glad to have you try some- 
thing along that line. Respectfully yours, 

Tue Bisuor & Bascock Co. 

(Booklet mailed Jan. 18th. Three letters 
A inquiry, at different periods, brought 
‘etter No. 2. xc & 

CLEVELAND, Ohio, April 24, 189-. 
Fohn C. Graham, Brooklyn, N. Y.: 

Dear Sir—In reply to yours of the 22d, 
would say that it is necessarily a slow mat- 
ter in deciding upon the merits of any adver- 
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tising novelties. 
bution consideration, and probably we will 
be able to use it, but we will advise you fur- 
ther regarding the matter within a week or 
two. Respectfully yours, 

Tue Bisuop & Bascock Co. 


CLEVELAND, O., July 1, 1895. 
John C. Graham, Brooklyn, N. Y.: 

Dear Str—In reply to yours of the roth, 
would say that you must realize that it takes 
a long time for us to decide upon any par- 
ticular advertising novelty, verses or sketch, 
as so many are submitted to us for our 
perusal. 

We really believe we should have kept 
your verses, if we would have had ample time 
to have passed upon them, but as you scem 
to be a little impatient, perhaps, it would be 
better for us to return them to you, which 
we do this day inclosed. 

We would say that we think them very 
good, and if we wouid have had the oppor- 
er of keeping them perhaps three or as 
months longer until we could have got around 
to their turn, we might, perhaps, have used 
them. Respectfully yours, 

Tue Bisuop & Bascock Co. 

(MS. was returned for reconsideration on 
strength of above statement. F.C. G.) 


CLEVELAND, O., Dec. 7, 1895. 
a a Graham, 10 Spruce St., New York, 


We will give your cortri- 


Dear Si1r—In reply to yours of the sth we 
hand you inclosed your pamphlet and would 
say that at this time we cannot state when 
we may be able to use the same, as we have 
alarge ——— of that kind of matter always 
at our disposal and of course we take them 
in order as submitted to us and we should 
hardly care to give yours preference, It is 
possible it will be even a year yet before we 
could use yours, hence we return it. 

Yours truly, THe Bishop & Bascock Co. 
° . 

Mr. Graham has had an experience 
that ought to teach him not to do ad- 
vertisement writing on approval. It 
is a pernicious practice. There is no 
reason why an advertisement writer 
should work on approval. He loses, 
in every case, more than he gains by 
it. Mr. Graham has only had in this 
case the experience that he must ex- 
pect in many cases, if he keeps on 
working on this basis. I have no 
doubt that there are other advertise- 
ment writers who could match this 
experience with others just as exasper- 
ating. The only way to avoid them 
is to make a reasonable charge for 
every service performed. Whenever 
this matter is explained to a reasonable 
man there will be no objection raised 
to it. I have only known of one or 
two cases in which an agreement of 
this kind was refused. Dealings with 
a concern that will not agree to pay 
for the time and effort expended in 
the interest of their own business are 
not likely to be satisfactory. The 
business man who is so unfair as to 
expect another business man to devote 
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his time to a business other than his 
own without receiving compensation 
for it, is not a man whose business is 
likely to be either desirable or profit- 
abie. I am printing this series of let- 
ters for the benefit of both advertise- 
ment writers and business men. Ibe- 
lieve that all advertisement writers 
would be better off not to work on the 
plan pursued by Mr. Graham. And I 
believe advertisers will get better serv- 
ice if they do not ask for work on 
this plan. I have always believed 
that a man worked better when he 
felt that he was being well paid for it 
than when he felt that payment was 
problematical or insufficient. 


* 
* 


RETAIL ADVERTISING. 


R. P. Tuten, Proprietor. 

Tron MounTAIN, Mich., Dec. 23, 1895. 
Chas. Austin Bates, care “‘ Printers’ Ink,” 

New York City: 

Dear S1r—I shall esteem it a great favor 
if you will answer the following questions 
either direct or through your Department of 
Criticism, or if you will see that they are an- 
swered in any other place in Printers’ Ink. 

What, in your judgment, is a reasonable 
charge for space per inch per issue in a well- 
conducted weekly newspaper of 800 circula- 
tion (bona fide), published in a city of about 
8,000 population, and the eas | paper in 
every particular in the county—a Repu lican 
paper in a community that gives a large Re- 
publican majority ? ; 

ould it be worth less or more if the paper 
was all printed at home? 

Is it worth more to a local advertiser than 
to a “foreign ’’ advertiser? Yours truly, 

P. TuTEN. 


“THe RANGE-TRIBUNE,” t 


It is unfair to fix the rate of a news- 
paper solely by its circulation. There 
are a great many more important 
things to be considered than mere 
numbers. If a paper is the only one 
in its community, certainly one copy 
of it is worth more than it would be 
if it had half a dozen competitors. 
An advertisement in the only paper 
that a man reads is worth more than an 
ad in one of half a dozen papers which 
he reads. Newspaper publishers gen- 
ecally find that their space is worth all 
that they can get for it, and that this 
is about the only way to find out what 
it is worth. I should think that 


probably five cents an inch per issue 
would be about all that a paper of 
eight hundred circulation could get, 
unless the advertisement were changed 
frequently, therefore making it neces- 
sary to charge more in order to get 
payment for the composition. I should 


61 


think that a local advertiser who 
changed his ad every week ought to pay 
at least ten cents an inch. he rate 
of five cents an inch figures out about 
half a cent per agate line per thousand 
circulation. This is more than the 
large weeklies and dailies can get for 
their space, but it is probably about 
what the average small weekly gets. 
I should say that a small weekly paper 
ought to be worth more to the local 
advertiser than to the general adver- 
tiser—perhaps twice as much, 

As to whether a paper would be 
worth more or less if it were all home 
print, there is, I believe, no way of 
telling. Personally, I have never been 
able to see why home print was su- 
perior to ready print. In fact, I am 
inclined to think that the best ready 
prints are superior to the majority of 
the home-print papers. I believe they 
are very much better for the publisher, 
when he considers the additional ex- 
pense of the home print. 

*,* 
CuMBERLAND, Md., December 23, 1895. 
Mr. Charles Austin Bates, New York City: 

My Dear Sir—I inclose half a dozen “ pa- 
pers’ written by me to help along the sale 
of building lots near this city and issued 
under the name of Messrs. Laney and Snyder, 
my agents. I shall be much obliged for your 
opinion regarding them. 

Last August I subscribed to Prixters’ 
Inxk—since then I took up the $10-for-five- 
years offer—but as yet it has not, as I re- 
member, turned its attention to real estate 
sellers and kindred topics in which I am most 
interested. 

I am a lawyer, but take great interest in 
advertising matters. Like to read the good 
ones in the papers; believe they are no use 
unless good. ave little time to give to my 
lots; hence I have agents to try to help them 
with the “Leader.” This is why I ask your 
opinion. 

With the compliments of the season. Very 
truly yours, WwW WaALsu. 

These papers are small four-page, 
three-column affairs. They are nicely 
printed, and, I should think, ought to 
produce good results. I am a believer 
in these individual newspapers. They 
cost very little more than the ordinary 
circular, and they almost necessitate 
regularity of issue, which is seldom 
secured for ordinary circulars. If a man 
is getting out a newspaper, he will 
make an effort to get it out regularly 
and on time. In this way he sends 
out some printed matter at regular in- 
tervals. There is nothing particularly 
good or bad about these papers sent by 
Mr. Walsh. They are nicely printed, 
and have a clean, neat, readable ap- 
pearance. 
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Tue Rocnester HERALD PusuisH- t 
r 


‘0. 
RocuesTEr, N. Y., Nov. 13, 1895. 
Mr. Charles Austin Bates: 

Dear Sir—Will you kindly criticise the 
inclosed advertisements? ‘The firm repre- 
sented is one of the old and large houses in 
that line in Western New York. They have 

n advertising for years in four daily pa- 
pers, about three times a week each in the 
space indicated by the ad, but goose Se 
matter to run for several insertions without 
change. ¥ 

Without particularly increasing the space 
used they are now trying to add to the value 
of the advertising by using new matter each 
time the ads appear. In writing the ads I try 
to use one topic at a time. 

re A, e | style, Do sous that 
we used this week. Very respectfully. 

™ Ec. Manon. 


No. 1. 


JAPANESE IDOLS. 


Tuos. Wess & Sons 
ENGLISH 
GOLD AND CRYSTAL VASES 
AND LOVING CUPS, - - 
AUSTRIAN GLASS, VIENN 
CABINET PIECES, - - - - - 
MYTHOLOGICAL SUBJECTS. 


DAILY ARRIVALS OF CHOICE WARES. 


MINIATURES—the Latest Craze. 


WISNER’S, State anD CHURCH. 








No. 2. 
The Mistress of the House 


Is always interested in fine China. Here's 
an opportunity to add to her collection. 
We have some pretty game and fish sets, 
of Haviland China, that must go, we 
want the room for other wares, so we 
have clipped the price right in two in 
many instances. A _ 13-piece fish set at 
$s is a specimen. Also a number of din- 
ner sets (very choice, but one or two 
pieces missing) at one-half and some- 
times one-third their first price. 


WISNER’S, State and Church Streets. 








Advertisement No. 2 is certainly an 
improvement on advertisement No. 1, 
but there is still room for additional 
improvement. A first-rate, good head- 
line for ad No. 2 would have been: 
‘*13-Piece Fish Set.for $5.” Then 
the ad should have gone on and de- 
scribed that fish set-—told how it was 
decorated—how handsome it was, and 
what a useful thing a fish set is, any- 
way. In the same way, the dinner set 
ought to have been described a little 
bit. The nearer you can come to 
making folks see the goods you are 
talking about, the better advertising 
you are doing. It is a good deal bet- 


ter to offer something special—even 
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though it is not fully described—than 
to advertise in a general way. But it 
is much better still to make the ad 
perfectly plain and distinct, so that 
everybody may know exactly what you 
are talking about. 


* 
* 


Hamitton, Tex., Dec. 18, 1895. 
Mr. Charles Austin Bates, New York City: 

Dear Sir—In Printers’ Ink of December 

I find a letter written you by Mr. Ed. L. 

eet, of Grantsburg, Wis. Your reply to it 
is very good, but as I am able to offer some- 
thing that may be of value I send you this. 

Mr. Peet says Printers’ Ink may be of 
use to large advertisers, but is not to small 
ones; I find it equally useful for small and 
large advertisers. I am advertising a small 
department store with only $500 stock of 
goods, and with what I learn from the Little 
Schoolmaster, and it is no uncommon thing 
to have peo le say I see you advertised so 
and so and T oen so much of that. 

When a small advertiser cannot get good 
out of Printers’ Ink I say he is no adver- 
tiser 

He also says he crowds matter to fit the 
space and don’t fit lines, but lets them go 
first crack, and also watches his foreman to 
keep him from using borders, etc. There 
is where he does very wrong; no wonder 
his rates are low. am a practical 
a, and I can knowingly say if he 

as a good foreman it will pay him to let 
his foreman set ads bendened or any other 
way he chooses, so long as he is doing good 
work, and he will also quit setting crowded 
ads—cut them down to fit the space or fit the 
space tothem. If his foreman is a practical 
printer he will not have to do much fitting 
and Mr. Peet or any other publisher will find 
it to his interest to let his foreman fit lines to 
the ads and quit crowding them with so much 
matter. 

Now, for fear I have already stretched this 
letter into the waste basket unread, I will 
close. Respectfully yours, Henry Price. 

P.S.—I inclose two ads. I had faith 
enough in Printers’ Ink helping out small 
advertisers to subscribe for it for the rest of 
the century. H. P. 


Mr. Price is certainly right about 
the use of borders. He is wrong in 
saying that an ad ought to be ham- 
mered down to fit in a given space. 
The way to do the best advertising is 
to make an ad and then buy the space 
to put it in. There is no use trying to 
put a ten-acre ad in a two-acre space. 
If you have got six inches to say you 
can’t say it in two inches very effect- 
ively. You may have a big message 
one week and a small message the 
next week, There is no use taking 
more space than you need one issue 
and less space than you need in the 
next issue. That would be about the 
same as eating the same amount at 
every meal, whether you were hungry 
or not, or making up your mind that 
you were going to take just forty 
cents’ worth of medicine every week, 
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whether you were sick or not— 
whether you needed it or not—whether 
you needed ten times that much or 
none at all. Advertising should be 
taken as it is needed, and a retailer 
can always tell when it is needed. 
When his trade lags it needs adver- 
tising. When it is booming it doesn’t 

need it so much. 

+ * 
READY-MADE ADS. 
h 

U Sion wherever they are found. and credit is 
es to the author when he is known. Contri- 
tions of Me go ads are solicited. The name 
address of t! if he 


yu 
and he writer will be printed, 
wishes it to be.- C. A. B.} 





For a Jewelry Store. 
Sterling 
Silver Wares. 


The use of Sterling Silverware for Table 
Service and the Toilet has within the past 
few years become so general that the demand 
for iene and novel patterns has corre- 
spondingly increased, and to supply this we 
are constantly adding to our already large 
and varied stock new designs, which are at- 
tracting much attention and meeting with 
universal favor; and these, together with 
our large stock of standard patterns, which 
we have always on hand, make our stock the 
most complete in the city. If you wish to 
purchase any article in this line, be sure and 
see our Siverware Dept. 





For Clothing. 


When the 
Mercury Drops 


is the time to 
buy your winter clothing, if you haven’t be- 
fore. But “don’t lock the stable door after 
the horse is stolen,” and don’t wait until you 
catch a heavy cold before you buy a better 
overcoat—a warmer suit. 

Drop in, look around, feast your eyes on 
the good clothing. It is pleasing to the eye, 
easy to the pocket, and will wear to satisfy. 

The best of everything that goes to make 
good clothes is in ours. 

Prepare for the holidays—the quicker, the 
better. 





For an Optician. 
Few People 
Have Eyes Alike. 


Fully nine-tenths of those who wear 
lasses have different vision in each eye. 
metimes it’s a decided difference—in others 
only a slight variation. A careless examina- 
tion will fail to bring out this defect—the 
same lenses will be adjusted to both eyes— 
and headaches and eye strain that medicine 
fails to relieve are the result. WE test each 
eye SEPARATELY-select proper lenses— 
adjust glasses to suit both eyes. 
yeglasses and Spectacles—as low as $:. 
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For Lamps—(By E. F. Brooks). 


Beautiful Lamps, 
Shades and Globes. 


Lamps to shed forth the light of holiday 
joy. Is there anything more beautiful than 
the subduing, beautifying light of lamps fil- 
tered through silken shades, casting on all 
about a radiance and glow. We have clearly 
outdone all former efforts in gathering this 
stock of lamps, +: shades and decorated 
lamp globes. We shall be pleased to have 
you call and look them over. 





For Hardware—(By }. H. Chesley). 


J * 
Drifting Our Way. 

* The lowest prices for the best 
utensils and hardware furnish- 
ings—and money back if you 
want it ’—and so the best of the 
housekeeper’s trade is bound to 
drift our way. 





For a Shoe Dealer. 
We Haven’t Said 
Much About Shoes 


lately ; they have advanced, you know ; 
but we haven’t advanced our prices yet; 
per cent of our stock was bought before the 
advance. You can’t find any better line than 
we show; there isn’t any better; and then, 
there is another thing, if our shoes don’t 
by we'll make ’em good. Prices, $1.25 
to $6. 





For Clothing. 
Have You Been in 
The Habit of Having 


our 
clothes made either by local or ttedean 
tailors? Did you know that first-class realy- 
made clothing is better made than most any 
of these go They are not only better 
made, but you can get fitted just as well, and 
at about half the price. Come in some time, 
whether you want to buy or not, and let us 
show you ; we’ll try to convince you of the 
truth of these statements. 





For Clothing. 


How About 
That Overcoat ? 


Haven’t you been promising yourself an 
overcoat for this winter? Isn’t it a necessity, 
the purchase of which you can’t put off much 
longer? Why not buy it now, and wear it 


THIS COLD SNAP? 


Where shall you get it? There are onl 
two or three things really to be considered. 
Is price an object to you?) Would you like 
an overcoat that has fit and style to recom- 
mend it, and that will look and wear like one 
made for you by atailor? If so, there is a 
place where your wants will be met, and that 
place is 
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The Great Atlanta 
Exposition 


20,000 Mark Passed on Daily. 


READ THIS.—50,000 people visited the Fair the day the 
Liberty Bell reached Atlanta and the number increases daily. 


THE ATLANTA 
JOURNAL 


the recognized and leading Atlanta daily, containing the most com- 
plete news of the Fair, besides supplying a history of the most im- 
portant events transpiring daily, correctly reported and gathered 
from every portion of the civilized world, is bought up as rapidly 
as the papers can be run from the presses. The leading adver- 
tising medium within a radius of 50 miles of Atlanta—North, 
South, East or West. Ads inserted in the ATLANTA JOURNAL 
are ‘‘ Trade Winners ”’ and pay the advertiser handsomely. 


HOKE SMITH, President. 
F. H. RICHARDSON, Editor. 
H. H. CABANISS, Business Manager. 














Theo. E. Payne, 2519 Master St., Philadelphia, Pa. 
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THE CAPITAL PAYS 
THE POSTACE. _—...—u,. 


“Straws Show Which Way the Wind Blows.” 


Showing the newspaper postage paid at 
SIGNIFICANT ; FIGURES the Topeka, Kansas, post-office for the 
months end un 

There are no Es than 51 ne muegees published at Topeka, the capital 
of the State of Kansas, and mailed through the post-office of that city as 
second-class mail matter. For the first six months of the eee year 
“Uncle Sam ” collected from these 51 publications for newspa tage 
the total sum of $3,426.89, of which amount, as shown below, 7! ~ apital 
paid 52 1-2 per cent. 


THE CAPITAL, = = = $1,797.70 


i I ws ccnteceaseveccrsoey } 
DS, Bee SOR, WO ec cc cccccceccccosccssees 
3. The Press, Eo eceiewnned ‘ 
G, The PROM, WER cc cccccces Oe codecwecbess 
> Te ee eer ¥ 
6. Kansas Farmer, weekly.............+-ssse00% 
J. TRS AAVOORES, WEOEIT......02.00ccccccseccccccces 
8. Railroad Register, weekly........ .......++- 
9. North Topeka Mail, weekly..... ...... -..+- 
10. Kansas Breeze, w eekly Tt ie sic dtigbekesesthe 
11. Kansas Newspaper A weekly........... 
12. The Kansas Telegraph, weekly............-.- 
13. Ottawa Journa A si6ecerenreeneenes 
14. The ye Eee 
15. Sunday Led: i MEG isis0cssccceosncsccceess 
16. Merchant’s Journal, weekly...........-....+ 
17. Call, weekly..... Bicowe sew lindendeseneeteessine 





























wee 6 
Noeth Topeka ews, weekly..... 
. Medical Journal, weekly....... 
. New Era, wee kly bihtecrowabese 
National Referendum weekly... 
. People’s Friend, week kly ices 


$1,629.19 






21 

23. 

24 

25 

26. 

27 

28. Shawnee Independent, "welts. 
29. areal ony ent, semi-monthl 
30. Western Od ‘ellow, 8_mi-monthl 
31. Western Bohol Journal, monthly . ae 
32. Kansas Worker, monthly.... ...........+.+- 
33. Our Messenger, monthly................se00+ 
34. Kansas F. A. & I. Union, monthly.......... 
35. Kansas Endeavorer, monthly.............+++ 
36. Poultry Breeder, monthly.................-- 
37. Baptist Visitor. monthly III: Cea 
38. Washburn Mid-Continent, monthly..... .. 
89. Horticulturist, monthly..............  -.see. 
40. testor, monthly ek dndeetirsomeseeee 
41. State Sunday School Journal, monthly..... 
42. Western Jewel, monthly...........00.sseeee- 
43. Temple csc Sucancdgoior 
44. Agora, eee iacaiiirehinisaitbe scieninee 
45 
47. 
48. 
49 
50. 





. Advocate, — 
46. Gospel Chariots, quarters. etiivvabiet 
. The Cycler, monthly.. ..........-.++.-+2+++++ 
. Midland Sertaanem. SEE cacdunsese 600 
. Kansas Bee Journal, monthly.............-. 
. Knight of Security, monthly.... ........... J 


THE CAPITAL in excess of the 50 other pa- 
POTS COMBINED... ..cccccccccccccccccccccscoce $168.5 I 









To cover Kansas use the Daily and Semi-weekly Capital. 


Ss. C. BECKWITH, Sole Agent, 
Tribune Building, New York. The Rookery, Chicago. 
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The Wichita 
Eagle 


u Is the handsomest and most complete Metropolitan 
| Associated Press Daily published in the United 
States in a city the size of WICHITA. 

It has MERGENTHALER MACHINES. 

It has all the up-to-date newspaper improvements. 
It has its own leased wire. 

It enjoys the full confidence and good-will of a con- 


stituency of 250,000 happy and prosperous, in- 
ht telligent people. 
It reaches these people from 12 to 24 hours quicker 


than any other daily can; hence, other papers 
It is a field peculiarly its own. 


don’t try. 
| 
H There is no other paper in the UNITED STATES so 
| SITUATED THAT IT HAS SUCH ABSOLUTE CON- 
| TROL of the situation on account of its peculiar 
location as 
| 


The Eagle. 


It pays 80 per cent of all postage paid on second- 
1 class publications in the Wichita Post-Office, 22 
in number. 


|| It pays, per month, in addition to this, as much to 
| the express companies for delivery of EAGLE 
| to news agents as the other 22 publications 
| (daily and weekly) pay postage. 

| It has, in addition to the above, a large city circu- 
li lation and city news agents. 
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$100 REWARD. 


Any publisher who places on file at the Directory office a 
true statement, conveying the requisite information concerning 
all the issues of his paper, for a full year, the same being 
duly signed and dated, and who finds, when the book appears, 
that his paper is not rated in accordance with the report 
which he sent, will receive from the publishers of the Directory 
a written apology for their neglect and a check for $100 for the 
discovery of the error. The publisher who registers the letter 
he sends containing the circulation statement, will find it easy to 
prove that it was sent and received. If he keeps a copy it will 
be equally easy to establish the fact that the statement sent 
actually did contain the requisite information and was properly 


signed and dated. 
GEO. P. ROWELL & CO., 


Publishers American Newspaper Directory, 
10 Spruce Street, New York. 


100 Reward. 


If a publisher furnishes a statement, as set forth above, 





that is afterwards found to be untrue, a reward of $100 will 
be paid to the first person who proves that the Directory 
was so imposed upon by the paper, if still published. Dur- 
ing the eight years that this system of rewards has been 
maintained, only twenty untruthful circulation reports have 
been discovered. The reward has been paid as follows: 


1888. 1894. 
No. 1. Waukegan, Ill. "Gazette. No. 10, Topeka, Kan., Saturday Evening 
1889. Lance. 
No. 2. Madison, Wis., Skandinavisk Trib- No. 11. Minneapolis, Minn., Farm, Stock 
une. and Home. 
1891. No, 12. Chicago, Ill., Western Rural. 
No. 3. Prospect, Uhio, Advance. No. 13. Los Angeles, Cal., Family Ledger. 
1892 No. 14. Seattle, Wash., Press-Times. 
No, 4. St. Louis, Mc Anzeiger des West- 1895. 
ens. 
No.5. Atlanta, Ga., D:. > Doctor. No. 15. Omaha, Neb., Bee, 
No. 6. San Francisco, Cs. Morning Call.| No. 16. Weir City, Kan., Journal. 


No. 17. Williamsburg, Kan., Sunflower. 
1893. No. 18. St. Louis, Mo., St. Louis Maga- 
_ No.7. Muskogee, Ind. Ter., sur Brother | zine. 
in Red, No, 19. New Orleans, La., Morning Star. 
No. 8. Monon, Ind., News. No. 20 Topeka, Kan., Westen Poultry 
No. 9. Montfort, Wis., Monitor. Breeder. 
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A PUBLISHER’S DILEMMA. 


There was a certain paper that com- 

menced the year 1895 with a circula- 
tion not much exceeding a dozen thou- 
sand copies and ended the year with 
more than three times that circula- 
tion; but its average edition for the 
year was only 21,913 copies. Now, 
the publisher of this paper is desirous 
of having advertisers know all about 
its great and growing issue, and he 
will accomplish his purpose by caus- 
ing to be inserted in the American 
Newspaper Directory for 1896 a small 
advertisement, set in pearl type, im- 
mediately following the letter press 
description of his paper ; the publish- 
ers of the Directory having offered to 
receive such advertisement at $10 for 
to lines or less, and at 10 cents a 
word for any additional space used. 
Just what can be accomplished in that 
way is illustrated by the example 
printed below. It is the actual case 
of the publisher referred to in this 
paragraph : 
PRINTERS’ INK ; Wednesdays ; news- 
paper advertising ; 
sixty-four to ninety- 
six pages 5x8; sub- 
scription, $5; estab- 
lished 1888; Geo. P. 
Rowell & Co., editors 
and publishers; cir- 
culation, actuataver- 
age for the past year, 
21,913, Office 10Spruce 
street. 


t—A detailed statement of the 
of every issue of 





dvertisement. 

number of Ry printed 

a I ‘or the full year 1895, "cay 
laced on file with the editor of the Amer- 

cat New so that the circula- 





edition A, &. es was 21,913 copies ; for t 
last six — 434 copies ; for the last three 
the last four 


ie + 
896 opened with nearly 
ion list 


as had place there at the beginning of 189. 
It will be seen that the publishers of 
the paper are, in this way, enabled to 
tell their own story to every advertiser 
who consults the Directory, and all at 
a cost of only $18.90, of which $5 
might have been saved had they con- 
sented to forego the pleasure of forc- 
ing the portrait also upon the attention 
of the advertiser. It is also to be noted 
that the privilege exists of reducing 
the price Io per cent, or to $16.01 net, 
by sending a check in full advance 
payment with the order ; and it is to 
be further noted that this payment of 
$16.01 entitles the publisher of the 
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paper to receive a copy of the Direct- 
ory, delivered by mail or express— 
carriage paid by the New York office 
of the Directory. For further informa- 
tion on this matter read the following: 








FOR $10.00. 
Advertisement.—A vublisher to in- 
serta short statement “ten lines or less in the 
column with and following iption 0, 


his pa; in the Amerionn Newspape: 
ras 4 for ine, may do so at the nominal price of 
dollars, which price will include O copy 
yy the Directory, to be delivered at his own 
office, all carriage expenses being prepaid from 
this end. Ten lines will accommodate sixty 
words, but a smaller number of words will not 
be acce for = rice named. Ad- 
aitio 
word. 


at ten cents a 
Payment for 
in cash as 











soon 
will be taken upon n anyother 


count of ten rem cant may ve 
ments of the sort indicated 


the word“ Advertisement’ In yee way it nt 


be ible for a publisher to ares any infor- 
mation that he deems important to ence before 
advertisers and po users of the teeny Oy 

addition to that give: the Directo: asad 


notice 1 similar to this now granted fora nom- 
inal sum. 


The American Newspaper Directory for 1896 
pat = me Seed furnish po: portrams 
or pictures, illustrat eir new a - 
val the privilege of insertin, ‘om 
Directory in connection with the Cesesiva ion 
of the a at the nominal price of ten dol- 
will include a copy of the book 

ra r reproduction can be 





It would appear that a publisher who owns 
an office buildin worthy of illustration, or 
who desires that his face shall become known 
to advertisers hey othe ~ & wisel — 
himself of the - hls > 

must not exceed 0! hh or width, 
and be subject to the approval of the Editor of 
the Directory. 

Those who examine rTP of the Directory 
for previous years will find specimen pictures 
When a 4-4 owns an Office it is well oe 
let the fact nown, for prosperous 
are the ones advertisers nk poost — po Be to 
jong Ey ys ry returns. Publish 

ith the aunouncement and the "picture 
and but one copy of the 
pay $15 for the combined service, "Ted 10 
— a word extra for each word more than 
sixt Address all communications to AMER- 
ICAN NEWSPAPER DIRECTORY, No. 10 
Spruce St., New York. : 





The right to insert displayed adver- 
tisements in the body of the American 
Newspaper Directory for 1896, on the 
same page with or opposite the cata- 
logue description of the paper adver- 
tised, or in the back of the book with- 
out any specified position, has this 
year been granted to Mr. Peter Dougan, 
who conducts the Printers’ Ink Adver- 
tising Agency at No. to Spruce street, 
New York. The editor of the Direct- 
ory will not concern himself with any 
matter or information contained in any 
advertisement. 
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The Copy Printed Below is Easier to Read. 


Office of Cuartes F. Jones, 
Advertisement Writer. 
Suite 217, Times-Herald Building. 
Cuicaco, Ill., October 25, 1895. 
George P. Rowell & Co., Publishers PRinTERS’ INK, 10 Spruce street, New York City: 

GENTLEMEN—The very best advertisement that I can write for your publication is to 
give a little of my own experience. 

If my work is as good as some kind critics would lead the public to believe, it is largely 
due to Printers’ Ink, as I have learned the greater portion of what I know about adver- 
tising from reading its pages. 

You will readily acknowledge that the information which I have gained must have been 
considerable when I state that in addition to promoting the publicity of a hundred or more 
firms located in various parts of this country, I also write all the advertisements for Mar- 
shall Field & Co., Chas. A. Stevens & Bros., Rennaker & Co., Florsheim Bros., George E. 
Marshall and C. F. Orr & Co., the six leading houses of Chicago in their respective lines. 
I estimate that the yearly sales of the various firms whom I represent amount to more than 
a hundred million dollars, and that the amount of money which they spend in placing the 
advertisements I write is a larger sum than is expended on the advertisements of any other 
one writer in America. 

Have I not, therefore, sufficient reason to believe that the careful study of PrinTers’ 
Ink is a good thing? 

I am glad that you are going to raise the price to $5, after the first of January, as I 
have always felt that I was giving you less than your due every time I have sent $2 to 
renew my subscription for another year. Long may Printers’ Ink flourish. 

Yours for more business and better business through better advertising. 
Respectfully, Cuas. F. Jones. 
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Straight 





BOOK AND MAGAZINE 


af * . e 

riticisms 
Reviews and Literary notes are 
a specially interesting feature of 


THE DENVER TIMES. 


Known 
Circulation, 
Daily, Exceeding 25,000 


Weekly, « 30,000 


Mr. Publisher! 
(That's aimed at you) 





WY . 


Rates and Information from 


A. FRANK RICHARDSON, 


Tribune Building, N. Y. 
Chamber of C ce Building, Chicago. 
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Without Merit—Without Praise 


and vice versa 







atte 






APPLICABLE TO EVERYTHING 


CIPBXSWA 


The 
Vickery & Hill 
List 


Cannot be Praised too Highly 




















BEAUTY FREE! 
CELNART the T the celebrated French 


“develop the the BOST — 3 to 5 in.; remove 
wrinkles, and fill out hollows in eeks, 
Throat & Neck. “ROYALE CREME 
willcure Pim 








and d 


i cone 
- gia sample 25c. Write 
Book, full of information. Address MM E. JOSEPHINE 
LE FEVRE, 1208 Chestaut St., Philadelphia, Pa. 








I desire to say that Vickery & Hill List has been among the best 
mediums that I have advertised in this spring, and I cannot praise 
it too highly. When I start again in the fall, I am sure that my 
advertisement will be in your List, for I certainly have received 
great results from it, and believe in standing by ever sf that 
pays me, as yours has. JOSEPHINE LE FEVR 












THE.VICKERY & HILL CO. 
AUGUSTA, ME. 





C. E. ELLIS, Manager Special Advertising Offices 
517 and 518 Temple Court, New York 








Boyce Building, Chicago, Ill., W. J. KENNEDY in charge 
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. “Enough Said’ 


in our book, “America’s Mag- 
azines and Their Relation To The 
Advertiser,” to give all necessary 
information—no more. 

There are more brief facts and 
convincing statements between 
its beautiful covers than were 
ever squeezed in so small a 
space before. Superbly printed 
in two colors on handsome 


heavy paper. 

So many people have praised 
‘it that we scarcely need to. We 
are intent on placing it in your 
hands—if you are a general ad- 
vertiser. Will you write for it ? 
Mailed free. 


LORD & THOMAS, 


Newspaper and 
Magazine Advertising, 


45-49 Randolph St. 
CHICAGO. 
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is the City of Churches and 
homes. Its Street Car System 
is second to none—but some 
lines are more preferable for 
advertising than others—the 
DeKalb and Franklin Avenues are so con- 
ceded—while the Steinway System of over 
56 miles is very popular with advertisers. 
The reason is simply this: 

Good Lines, 

The Best Appearing Cars, 

Rates Based on Actual Number of 
Cars in Service. 


MA ok 


Service Approached by None! 
Satisfaction Guaranteed to Advertisers. 


Weve 
George Kissam, 


' 35 SANDS STREET, BROOKLYN. 
253 BROADWAY, NEW YORK. 


















PRINTERS’ INK. 


75 








The Advertising 
Racks in the 
Cars of the 


Brooklyn “L” 


are the only kind ever properly 
built for REAL elevated rail- 
road advertising, as they were 
designed by practical men and 
have the PROPER CURVE 
that throws them before the 
eyes of 140,000 daily passengers. 
They can’t get away from them. 
The way cards are displayed in 
these racks speaks for itself. 


#2 


For Rates, Address, 











George Kissam 


35 SANDS STREET, - BROOKLYN, N. Y. 


253 BROADWAY, NEW YORK. 
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JUST THIS! 
The Advertising on the 


BROOKLYN “L” 


is managed by men of years’ ex- 
perience in this line. A broad 
gauge liberal policy is pursued 
with advertisers. Uniform rates 
are given. Fifteen employees, 
all men of ability and experience. 
are constantly going over the 
road and keeping the car and 
station advertising right ‘‘up to 
date.” 

No misrepresentations on 
the part of agents are tolerated. 
You know just what you are 
going to get on this road. 


¥ 


George Kissam 
35 SANDS STREET, BROOKLYN, N. Y. 
S. D. GARRETT, Manager. 
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The Beauty 


of the advertising on the 


Brooklyn ° by 


PON 














is the size of cards in its cars, 
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and displayed in concave 
racks. Proper curves. No 
back-number frames. You 


can tell your story effectively. 


Live Advertisers 


appreciate this. Look in the 





cars and see! 


Me 


For rates, address: 


George Kissam, 
35 Sands Street, Brooklyn, N. Y. 
S. D. GARRETT, Manager. 
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if you advertise in.... 


UBLICITY, 
TO YOUR OPULARITY, 
ROSPERITY 


: are the kind you get 


Pee eek eee cece se Sees eeseee se ee see ees eee cere sore Sere sires 


The Cincinnati Post 


WITH ITS GUARANTEED CIRCULATION OF 


SHOPPE OOH Se soos 


.. OVER 120,000 DAILY... 
: THE Post has the largest circulation of : 
any daily paper in the State of Ohio. 
ADD TO YOUR PROFITS 


by placing an adv. in THE OST’S 
CINCINNATI Post, and at Prciire 
OWERS. 


the same time test the 


THE Scripps-MCRAE LEAGUE, e 
E. T. PERRY, Manager, 

3 Foreign Advertising Department, 

; 53 Tribune Building, New York. 66 Hartford Building, Chicago. 


SPOT O Tee S eee OSS POPP O OSS SPST Pe SSOP POPP PE POPP PPOPOPOOee ood 
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The 
New York Herald, 
Tribune, Times 2™4 





Morning Journal 


3 
z 
5 
likewise the 7 
é 


Century Magazine. 


all advertise on the 
Brooklyn “L”’ 
he) 


When such representative 
publications utilize _ this 
medium YOU know 

it’s good! 


he) 
GEO. KISSAM, 


35 SANDS STREET, BROOKLYN, 
POSTAL TELEGRAPH BLDG., NEW YORK. 
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Successful adver- 
tising means getting 
back more money than is paid 
out. 

The bigger the difference, 
the bigger the success. 

In this agency of ours, the 
constant endeavor is to make 
the cost smaller and smaller, 
and the results larger and larger. 
We have succeeded better than 
others simply because we know 
how to succeed. 

We make the cost small by 
paying cash for space—by get- 
ting the bottom rates, that are 
possibly only with cash—by us- 
ing the best media and reject- 


Ss 


dS 







CGM CLOCK 


COM RR 


ro) a ing the bad. 
We make the returns large by “getting up” 
advertisements that are more attractive and 
more convincing than anybody else’s advertise- 
ments—by going into territory that we know from 
experience to be rich and fertile—by the exercise 
of that wisdom which comes only 
with years of experience. 
What we know about advertis- 
ing, we know. Money intrusted 





a 


© 00 Q 


S to us is not experimented with. Le] 
= THE RESULT. WI 
39 THE GEO. P. ROWELL 

85 ADVERTISING CO., "THERE 
Go 10 Spruce Street, New York. ARE 

= OTHERS” 
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= THE Cost. 
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